














SCHEUER 
FIXTURES 


Announcing 


Our 1946 Line 


Preview 


Begins December 3 


True to the trade mark, ‘Something to Crow About," Scheuer will 
ever strive to be "Always First" in the field of plastic display fixtures. 
The new line abounds in numerous distinctive designs and origina- 
tions, possessing the essentials of practical display requirements and 
undisputed quality. Scheuer is dedicated solely to the maintenance 


of an enviable reputation for quality and originality. 


YOU ARE CORDIALLY INVITED 


MANUFACTURING 
307 WEST 38 ST.. AT EIGHTH AVE., NEW YORK CITY 18 
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SPLAY WORLD 


untuncing 


ADVANCE 
SHOWING 





In New York ...The McAlpin Hotel... December 5 thru 7 


Chicago... At Our Showroom... From December 10 





FREE! 





50 Hlustrations of fine 
and sketches of Hlow to Use. 


FAMOUS DESIGNERS 


Elizabeth Killie 





Michael O'Shaughnessy 






Beautiful designs created by America’s foremost display 
designers . . . new. modern techniques . . . unusual ma- 
terials . © . quality production . .. artfully combined and 
offered to you in a large selection of fine decoratives. You 
are cordially invited to see them personally in these early 


preview showings. 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 
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Visual Merchandising Keys Goodyear's Dealer Program 


New York City Displays 

Interior Follow-Through 

Los Angeles Reporting 

How Display Operates at Famous-Barr 
Chicago Display Scene 

Promotions Coming Up 

Meeting Big City Competition 

Have You Thought of Small-Town Display? 
On The Distaff Side 

From Pagliacci To Die Walkure 
Think This Over 

Utility Interior Display 

Hat Promotion, California Style 
Drug Store Display . . . A New Angle 
Display Merchandising 

ODA News Notes 

Editorial 

IAD News 

Diamond Anniversary 
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The Display Parade 

Traditional Doll Display 


Reminiscing 


THE DISPLAY PUBLISHING COMPANY -~ - 


1209 Sycamore St. 


By Virginia Roehl 

By C. E. Lenhart 

By Herb Cross . . 
By Ed and Emilie Grayson . 
By Jack Pollari . 

By Louis Gehring 
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By Fred E. Johnson 
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By Al Pollard 
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By Tony Brinker 
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CINCINNATI, OHIO 


Member Audit Bureau of Circulations. 


Published monthly at $3.00 a year for the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders payable in U. S. funds, 
by international money order or New York bank draft. Single copies, 30 cents. For sale on news stands supplied by the American News Company 
and its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


0 
O 


THE COVER 


—Some 1,500 top stores throughout the country 
featured Revlon's ‘'Fatal Apple’ in window and 
interior displays during October, making a tie-in 
with the company's national advertising campaign 
in magazines and newspapers. J. W. Campbell, 
display director for Carson Pirie Scott & Co., Chi- 
cago, had a series of windows devoted to ‘Fatal 
Apple,’ of which the cover illustration is a good 
example— 


OUR NEXT ISSUE 


—To round out the year there is, among 
numerous other outstanding features, an ar- 
ticle by Franz Gobbi on "Art in Display," plus 
the first of three articles in a series on dis 
play's place in television, by W. L. Wardrip 
of Kaufmann’s, Pittsburgh, an article by G'- 
bert Laurence on "The Care and Feeding >f 
Mannequins’, and many other features °f 
comparable stature— 
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Thanksgiving Day, like pumpkin pie, is an American institution. There's a great gathering of the clan at grandmother's house, where 
new members are propped on dictionaries to join the annual dinner. Perhaps in the warmth of our family circles, we lose sight of 
the first Thanksgiving Day. For the pilgrims gathered a pitifully lean harvest in 1621. Counting their blessings, and remembering 
past hardships, they offered thanks to God. We, in humble gratitude for victory in war, reaffirm our faith . . . with which to 


build a good world for all the peoples in it. With a bountiful harvest of blessings, we offer our united Thanksgiving, 1945. 


Jose Wbews hue 


98 Seventh Avenue, New York 18, N. Y. 
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Ta? They finished their job CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
OE let's finish ours. MARY BROSNAN STUDIO MANNEQUINS + CYRILLE STEINER FIXTURES 
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MODERN ACCESSORIES 
FOR THE MODERN STORE 
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PREVENT MARKDOWNS 
With Cellophane Garment Covers 


We are large distributors of store equipment and display specialties 
and are serving retailers and displaymen from coast to coast. 


NOW IN STOCK! 
For Ladies’ Garments 


Dress Size—8 in. x 21 in. \ 


Order Now While Supply Lasts \ | 


*11. 30, el hundred | Heavy No. 800 een 
For Men’s Clothing 


Large Size—9 in. x 23 in. 


*14.50 


PER HUNDRED 
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‘Geare ‘No. “801 ‘Callephane 





SKIRTS SELL FASTER 


On This Fine Rack 





No. 


1025-5... 
All chrome arms with chrome clips that hold each skirt securely. 
Noted for its beauty, large capacity, sturdy construction and 
practical features. 





Bleached Oak Skirt Rack; 96 arm capacity 





NOW --- PLASTIC COAT HANGERS) 


Reinforced Bridge Truss Construction --- Strong Enough for Heavy Winter Coats | 


The only plastic hanger on the market that (~ 


will safely hang coats without sagging or 
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warping. It's all in the reinforced construc- 


Crystal clear. 


25. 00 per hundred 


tion. 


aN 








e -EE “EE CE 





Better Display Lighting 
Color Kit With Spotlight Holder .. . 


special portion of your display. . . 


and Amber. 





eye Reflector Lamp—150 watt—95c eac 


h, 


No More Brownout! 
No More Blackout! 


And Here's the Equipment for 


Just what you 
need for decorative lighting and to spotlight a 
. The following 
lenses are turnished with each kit: Red, Green, Blue 
Color Kit, comolete, $1.50. 
Holder, complete with cord and plug, $1.50. 


Spotlight 
Birds- 





NATIONAL HANGER CO., Inc. 


NEW YORK CITY, | 


253 W. 26TH STREET BRyant 9-1529 


| 
| 
| 
| 
| 
| 
| 


| All sizes from 12 to 50. 


“Spotlight Your Display s” 





A STORE NECESSITY 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 





Size control made easy at low cost. Two types 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti 
ful in appearance. All sizes from 1 to 54. Actual 
2%," diameter. White pressed cardboard 
for stock room use. The favorite for many years 


Actual size, 
12" high by 4” wide. Either style, each. 1c 





Swivelier ' 


‘NIMBLE-LITES" WITH HOOD SHADE 
and Porcelain Keyless Socket 
Wired—Ready to Plug-In 
(BULBS NOT 
INCLUDED) 
Hood Com- 
pletely En- 
closes up to 300 
Watt Spot- | 
Light or Flood- 
Light Bulb. 


*7.50 


EACH 
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Lee WUASTIC 
display tixtures 


To discriminating buyers, ee Plastics offers its line of unique display fixtures. 

Constructed of heavy Plexiglas and Lucite materials and pre-tested under actual 

merchandising conditions, ee Plastic Display Fixtures give your products the 

distinction they deserve. For eye appeal... for buy appeal... turn Leeward. 
#133 Blouse, Sweater, and Dickey stand $14.50 ¢ #137 Bag stand $10.50 


#203B Millinery stand $21.50 © #602 Display mirror 12 x 18 $18.75 
#603 Hand mirror. Mirror removable 83.75 ¢ #303 Choker and Necklace stand. . aid $10.50 


A special catalog, showing the complete line of Lee Plastic Display Fixtures, is available. 


Write for your free copy. 


STYLED FOR BETTER MERCHANDISING 


Lee 


PLASTICS 


A and CLEARFIELD STREETS © PHILADELPHIA 34, PA. 
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FUCURVES 


STRUCTURAL BACKGROUND UNITS 


Modernize with Adcurves .. . 
structural units quickly adapted to set- 
ting up various styles of backgrounds. 
Adcurves are made of 10 foot hard- 
board pre-bent into five distinctive 
curved panels. Rigid and strong, only 
a small amount of simple bracing is 
required. .. . A quick way to produce 
smart, permanent or semi-permanent 
backgrounds at lowest cost. . . . Plan to 
modernize now! Adcurves are featured 
in the current Adler-Jones catalog, sent 


In. 
















ADLER-JONES ADCURVES offer a 


quick method of modernizing your 


S. window backgrounds and_ interior 
al departments. .. . Five selected shapes 
he allow for any number of design 


d. combinations that will do wonders 
for your displays and general store 
appearance. 
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THE 


ADLER 


521 SOUTH WABASH AVENUE ¢ CHICAGO 5, ILLINOIS 








versatile, 








on request. 
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BLISS DISPLAY CORP. 


460 WEST 34TH ST., NEW YORK CITY 
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FABRICATED IN QUALITY BY THE HANDS OF EXPERIENCE 
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Field, rich and radiant creations of 


superb finish, exotic design, fabulous 


So named because it gives the appear- | ° ° So named because it produces the effect 
ance of a costly looking “out of this colors glinted with Gold, texture as of HAMMERED METAL, impregnated with 


world” fabric, int n ith darti ' x f tels. 
flashes of Gold. eer _— only TIMBERTONE has the "know- gem tones of soft pastels 
No. 1601—Gold and Pale Rose 


No. 410—Gold and Pale Rose how". These decorative papers lon ~ ; 
No. 411—Gold and White p c G No. 1602—Gold and White 


No. 412—Gold and Azure Blue held in abeyance, awaiting the gov- No. 1603—Gold and Soft Green 
No. 413—-Gold and Pastel Green No. 1605—Gold and Azure Blue 
There are also three additional numbers 3° x 8’ Sheet $3.50 


lack 1 . F 
2 Sone SS ee ee cial use, are now being shown by all TRIPLE XXX 3’ x 24’ Roll 9.75 


3° x 8 Sheet $ 3.75 our jobbers. DON'T FAIL TO SEE (Add 50c cutting and packing charge on 
TRIPLE XXX 3’ x 24’ Roll. 10.50 all 8’ sheets.) 
(Add 50c cutting and packing charge on THEM, IF YOU WANT TO COMPLI- 
all 8’ sheets.) MENT, DRAMATIZE, CLIMAX YOUR 
DISPLAYS WITH THE FINEST OF 


FINISHES. 


ernment's release of gold for commer- 


AND THE WORLD - RENOWNED 
TIMBERTONE OAK VENEERS CAN 
ALSO BE HAD IN GOLD COMBINA- 
TIONS. 


Seaerhen ane oes miss 
nr Seer TIMBERTONE 
i oa 
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~\ 


pace yerey 


Pe 
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THIS TIMBERTONE 
TRADE MARK on each 
roll is your’ unfailing 
guide to decorative 
papers that serve you 
with distinction. 


ASK YOUR JOBBER FOR SAMPLES 
OR WRITE 


ee 


BR 


™~. 247TH ST. 
NEW YORK 10, N. Y. 


WHEN FINER FINISHES ARE MADE TIMBERTONE WILL MAKE THEM 
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SYLKGLASS america's FINEST, 


SOFTEST AND SILKIEST SPUN GLASS 
IN WHITE AND STUNNING COLORS 





is now available 


through more than 


350 Leading 
Display Jobbers 


WHITE COLORS 


2 Ib. Carton $ 2.85 $ 5.95 
5 lb. Carton 6.85 13.95 
10 Ib. Carton 12.50 26.50 


Choice of 6 Breathtaking colors, Blue, Pink. 
Green, Chartreuse. Yellow and Red. 


SYLKGLASS IS 100% FIREPROOF 





Plan now to include Sylkglass in your Christmas and 
New Year and Spring displays. Use it in windows . . 
in your interior displays ... and see how it STOPS 
more shoppers than ever before. Try a single display 
and see for yourself! 

SYDNEY RING, Display Director SAKS Fifth avenue, N. Y. creates a set- If your jobber oat supply you write to us — 


ting of dignity, glamour and beauty for costly perfumes and exclusive fash- 
ions with SYLKGLASS Fiber Floss. will deliver same day your order is received. 


Different! Dramatic! Dazzling! 


Sylkglass Art Cloth 


The Newest and Most Original Material 
That Is the Talk of Display Men Everywhere! 


Here are glistening glass fibers compressed in sheet form to make an 
amazing new miracle material. Captures and reflects all illumination. 
Eve-eatehing brilliance and dramatic effect never before achieved. Fire- 
proof and fadeproof. Sold in full rolls 19 yards long. 48 inches wide. Choice 
of white. blue. shocking. jade green, pine green. yellow and chartreuse. 
Write for sample folders and prices. 


ts LA 5 S F I B E R S C oO M be A A Y WINSTON JONES, Display Director, Franklin Simon, N. Y. de- 


signs a positive shopper stopper with cut-out trees and ingenious 


208 EAST 27TH STREET NEW YORK CITY 16, N. Y. side decorations of white SYLKGLASS Art Cloth. 
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WABASH APPLIANCE CORPORATION 
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A beautiful 
Lord & 


Display Director 


demonstration of good 
Taylor, 
stores, using Wabash-Birdseye Lamps 
in all of their 23 





display lighting at 

finest 
for the past 8 years 
Henry F. Callahan, Window 


one of America’s depariment 


windows 


Lighting as you want it 
with WABASH-BIRDSEYE 


Your display lighting may be exciting as stage lighting— 
as unusual or dramatic. But it must always be better in one 
respect. Display lighting must display merchandise, to sell 
For this purpose, nothing has ever 


They 


it on sight, plain sight. 
been devised to excel the Wabash-Birdseye lamps. 
bring the light down to the “seeing” area, to provide highlight- 
ing, floodlighting, or any display lighting merely at the change 
of a bulb. Most of the largest and finest department siores in 
the U. S. have used Wabash-Birdseye lamps for years. Write 


for complete information and prices. 





FAEN 





+. 





W abash-Birdseve 
come in all type and size for every 
type of lighting Spot- 
lites, Floodlite Down- 
lites Paci all built-in pure 


silver non-tarnishing 


— lighting 


pattern wanted 
Concentrators, 
‘ehh the 
reflector lining 


345 CARROLL STREET, BROOKLYN 











visit our showroom! see creative coordinated 
display units in papier mache, wire and fabries. 


for spring--see our lovely and fascinating 
chicken wire manikins and props. 
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vet buyers 


How (0 
into 





INVEST OF YOUR 


PROMOTIONAL DOLLAR 


~ DISPLAY 





HE current competitive condition causes retailers to study ways and means of attracting buyers into their 
No single force will influence “impulse buying” as much as visual merchandising, 
today’s method of display. Wherever display is used as the major part of an overall program to get buyers 
into the store, its pulling power is enhanced. Invest '% of your promotional dollar in display. Put new long- 
desired merchandise up forward and you will succeed in getting buyers into your store. Consult with the 
members of N.A.D.I. Each and every one will be pleased to cooperate with you in securing the maximum bene- 
fits from your investment. 


stores more than ever. 


* 
Members of the National Association of Display Industries 
Schack’s, Inc. 


Scheuer Mfg. Co. 
Sherman Paper Products Corp 


Crystal Fixture Co. Al Halverson, Inc. 
Darling Co. B. A. Jacobs Co. 
The Kawneer Co. 


Adler-Jones Company 
Advertisers Display & L. A. 
Exhibits, Inc Dazian’s, Inc. 





Aladdin Fabrics 

Allied Display Materials, Inc. 
American Fixt. & Mfg. Co. 
Arrow Dec. & Fixt. Co. 
Austen Displays 

C, Barrango Co 

Bliss Display Corp. 

Eve Brueser Studios, Inc 
Bulkley, Dunton & Co. 

The Carrata Co 

L. J. Charrot Co., Inc 
James A. Cole Co 


Colonial Decorative Display Co. 


Cook & Meier 
Emil Corsillo, Inc 
Coy, Disbrow & Co 


NATIONAL ASSOCIATION 


Decorative Novelty Co 
Decorative Plant Co 
Display Corporation 
Display Equipment Corp. 
Display Products Co. 
Display Sign Center, Inc 
Durable Displays, Inc 
Facil Fabrics Co. 
Gardner Displays Co 
Garrison-Wagner Co 

Earl W. Gasthoff Co 
General Display Corp 
General Display Studios 
Grant & Silvers, Inc. 

The Greneker Corp 

Victor Haida Displays, Inc. 


London Displays 

A. Lutz 

Lynn Display 

Maharam Fabric Corp. 
Mechanical Man, Inc. 
Mileo Mannequins 
Modern Art Studios 
Modern Displays 

Mutual Disp. Mfg. Co. 
Natural Creations 

Old King Cole, Inc. 
Reflector-Hardware Corp. 
The Reyburn Mfg. Co., Inc 
Rip Studio 

Royal Paper Corp 


Gustav Rubner 


PROGRESSIVE 





of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 


Shoe Form Co., Inc. 

Silvestri Studios 

Nat Siegel Fixture Co. 

Silvestri Art Mfg. Co. 

Standard Fixture Co., Inc. 

Staples-Smith Co. 

Starkman Display Center 

W. L. Stensgaard & Associates 

Taffel Bros., Inc 

Timbertone Decorative Co., Inc 

Timely Service Co., Inc. 

Jas. B. Williams, Inc. 

Sue Williams Studios 

W. M. Zeppen-Field Studios 

Display World, Associate 
Member 
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Cabbage Palm |3lassoms 


A hardy, long lasting and versatile foliage with many uses 





As Used by Guy H. Malloy, Display Director, Nieman-Marcus Co., Dallas, Texa 


FOR SPRING 


IN BEAUTIFUL PASTEL SHADES 


3 ft., Flocked, per dozen $15.00 
4 ft., Flocked, per dozen $24.00 
5 ft., Flocked., per dozen $36.00 
6 ft., Flocked, each $ 5.00 


EVERGLADES PALM COMPANY 


HAINES CITY, FLA. 


Anthor 
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Manufactured and Sold By 4lso Sold By 


OURABLE DISPLAYS, Inc., 2010 S. Halsted St., Chicago 8, Ill NAT SIEGEL, 39 W. 37th St., New York, N. Y. 
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Ul Out! 


W ere going "All Out" in December to make the i 




















displaymen's first post-war assembly in New York City 
a memorable one. With world-wide buying facilities | 
and associations, Maharam is in a position to offer the 
trade an advance presentation of 1946 display lines. 
On our showroom floors and in our model windows 
you'll see the results of a half-century of experience in 
supplying the needs of displaymen. So it's ‘All Out" 
for New York City and Maharam in December. The 
Welcome Mat will be spread for old friends and new 


at the "Display Center of America”. 


“The House of Service” 





FABRIC CORPORATION. 


= @ NEW YORK — 130 WEST 46 ST. 


@eCHICAGO — 6 EAST LAKE ST. 
@LOS ANGELES — 819 SANTEE ST. 


Jobbers in Leading Cities 





















































Call on your nearest 
Maharam Branch or Jobber 
for 







e FABRICS 

e@ LEATHERETTES 
@ METAPHANE 

@ VELURTEX 


@ ARTIFICIAL 
FLOWERS 


e@DISPLAY PAPERS 
@ KWILT BLOCKS 
@ ROPINGS 


@ LUCITE 
DISPLAYERS 


@ WOOD FIXTURES, 
ETC. 























ONE OF A SERIES OF MAHARAM’S SHOWROOM WINDOWS 
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W.M.ZEPPEN-FIELD STUDIOS 


Designers and Creators of 


HOLLYWOOD MANNEQUINS 


923 North Cole Avenue, HOLLYWOOD 38 














I 








The Figure of the 


Future 
Zeppen-Field’s ATOMIC Mannequins 


Come and See It At First Showing 


HOTEL McALPIN 
DECEMBER Ist to I2th 


(Write or Wire Hollywood Office for Information) 








CHICAGO SHOWROOM CANADA SHOWROOM 
27 East Monroe Street, next to Palmer House 2027 Peel Street, Montreal, Canada 
Werner Lewy, Representative i Landry & Perry, Representative 


FRED BANTELMANN 
1317 So. 26th Street, Milwaukee, Wi 
Representativ 
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ce OENSATIONAL NEW HIT 


Shimmering, lustrous Satinglas* is the display sensation of 
the year! Made from the sheerest glass fibres, one-twentieth the 
diameter of a human hair, Satinglas has all the advantages of a 
textile, plus the exciting qualities inherent in glass. Easy to han- 
dle, slow to soil, Satinglas is a permanent, durable display mate- 
rial which may be used again and again—at great savings to you. 
Because it is glass fibre, Satinglas is safe near the hottest lights 
for brilliant effects. 

The dramatic results achieved with this satiny new glass in 
fibre form have captured the imagination of display men all over 
America. Available in rolls and sheets, thicknesses ranging from 
cobweb sheer to sturdy mats, Satinglas lends itself brilliantly to 
such diversified uses as background panels, floral displays, shadow 
boxes, cut-out novelties and letters, and architectural columns. 

Satinglas is obtainable in a wide assortment of pastel colors 
and white, including Roseglo,* Limeglo.* Aquaglo.* Goldenglo,* 
Azurglo.* and Snowglo.* The Glasfloss Corporation, manufac- 
turer of Satinglas, also produces superfine display fibres in six 
lustrous colors. 


Cpr. Glasfloss Corp, 1945 


Write today for the attractive new Satinglas display folder. 


CORPORATION 


'SS EAST 44th STREET NEW YORK 17. NEW YORK 
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_ Member of NADI © . 
Display Materials and Showrooms — ees 
241 East 36th St, New York City [6 
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*Reg. U. S. Pat. Off. 


IMMEDIATE SHIP- 
MENT from stock. 
Allow five days ex- 
tra for orders in- 
volving a_ special 
color scheme. Per 


sheet, 36x31” $1.50 


225 FIFTH AVE., 


NEW YORK 


10, 


nN. TY. 


THE CREATIVE TOUCH THAT GIVES 
LIFE TO YOUR MOST IMPORTANT 
DISPLAYS. 


Marbalia is not a photographic imitation o! 


a marble finish, but is a Decorative Display 
Paper in a class by itself. 


For your selection we carry 150 beautiful color 
schemes constantly in stock—and your own spe 
cial colorings can be made to your order if you 
wish, and at no extra charge; (the minimun 
order for special colorings is 25 sheets). 


MARBALIA Papers are hand-made . . . Was! 
able . .. Adaptable for every display nee 
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SPRING in PAPIER MACHE combined with PLASTICS 
at LYNN DISPLAY, 17 west 45th street, NEW YORK CITY 19 






















AN ESSENTIAL 
DISPLAY EVENT 
* FOR THE NATION'S 


DISPLAY MEN 


AMERICA’S DISPLAY DIRECTORS will find a 


complete range of inspirational research in New 








York this December. New York store interiors and 
windows will accent the most modern techniques in 
visual selling. The display industry will be nationally 
represented and will offer America’s display directors 


their first new postwar lines. 








Many of the Nation’s Representative 
Display Manufacturers Will Be 


tOwinc ? INeW Oris 









leayf MIRKE 


PLAN IN DECEMBER 
YOUR PROMOTIONS FOR 


JANUARY —White Events 
Clearances 
Major Appliances 
Lingerie 
FEBRUARY—Spring Suits and Coats 
Furniture 


Valentine’s Day 
Early Spring Accessories 


MARCH —Millinery 
Piece Goods 
Ready-to-Wear 
Men's Wear 


—Storewide Easter Promotions 


g Wok sre 
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CORRECT for your best 
FASHION 
DISPLAYS 


come 
Se Rie 


| MANNEQUINS J 


expert Sculpture 
eFine Workmanship 
eLight Weight 


Designed to sell merchandise for you, to 
show your apparel at its very best. They're 
easy to work with, too... weighing approx- 








































imately 18 pounds, having interchangeable 






arms, and made of composition instead of 
plaster. A large quantity of mannequins is 
carried in stock, insuring fast shipment of all 
orders. Available in a full range of figures 
. children, juniors, women, and men. 









See these outstanding mannequins at any of the 





following showrooms: 






BOSTON DALLAS 








New England Decorators Southwest Fixture Co., 
f Supply Co., 907 Commerce St. 
: ; 268 Devonshire 
| é 5. oe CINCINNATI LOS ANGELES 
a é : Syd Jackman Co., 
Reinermann Fixture Co., 113 E. 8th St 
343 W. 4th St. : , 






CLEVELAND NEW YORK CITY 
Standard Displays, A. J. Robins & Bros., 
9002 Denison Ave. 241 W. 36th St. 





MANNEQUIN DISPLAY STUDIO 


27-31 BLEECKER ST. Algonquin 4-8968 NEW YORK CITY 12 
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Here’s a new lighting 
system that gives your 


windows tremendous 


SALES PUNCH 


Moving light that paints your window displays in one glowing 
color after another and highlights the items to which you want attention directed 


—that’s the new Illumino system. 


It’s a fascinating, arresting, attention-getter that keeps people glued to the win- 


dows many times longer than usual. 


The startling effect of movement and colorful beauty is equally effective night or 
day, simplifies the use of backgrounds and special settings just as theatrical light- 


ing does. The system is simple and entirely automatic. 
You have to SEE it— and what it does to appreciate its sales possibilities. 


Make a note to COME TO OUR SHOWROOM on your next New York visit and 
see IIlumino in actual operation in actual display windows — or write for detailed 


information. 


lumino 


Here’s what some of the stores using 
Iumino say about it: 


FRANKLIN SIMON 


“Il want you to know how very pleased | am 


with the results obtained.” 
Winston Jones 
Display Manager 


THE RIKE-KUMLER CO. 


“The effect is beautiful —so much so that we 


want three more units.” 
J. E. Vent 
Display Manager 


SCRUGGS -VANDERVOORT-BARNEY 


“I am so pleased with them, | om ordering 
two more.” 
Grace Everest 
Display Director 


(dozens more on file) 


ILLU M | NO CORP. 1595 BROADWAY (at 48th Street) NEW YORK CITY 19 
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IT’S OPEN HOUSE 


FOR THE 


NEW COLLECTION 
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Their face and their figure are their fortune — yours too, for that 
matter. Lovelier than ever, smarter than ever, these new Greneker 
Manikins arrest the wandering glance, fix it on the merchandise they 
THE WEEK 


display. See them at the Greneker Showrooms beginning Monday, 
December third. The Greneker Corp., 250 W. 54th St., New York I9, N.Y. 
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—This is the entrance to Goodyear's Visual Merchandising Laboratories, which occupy 20,000 square feet of space— 


Visual Merchandising Keys 
Goodyear’s Dealer Program 


modern merchan 


NE of the tributes 
ever paid display’s place in modern 
by 26 


most impressive 


selling was witnessed repre 
sentatives of leading newspapers and busi 
\kron on October 30-31 


The occasion was the formal press pre-view 


ness Magazines in 


of the opening ot the Goodyear Tire & Rub 
Lab 


display 


Merchandising 
high in 


ber Company's Visual 
marking a 
recognition. Participating in’ the 
were P. W. Litchfield, chairman of the board 
and chief executive officer of Goodvear, E 


oratories, new 


program 


J. Thomas, president of the company, and 
R Sy. Wilson, 


sales, as well as numerous other Goodyear 


vice-president in charge ot 
executives. 

The publications represented at the pre 
view added emphasis to the importance ot 
the event; included Week, 
Cleveland Plain Dealer, Sales Management 
Newpapers, New 
New York 

Tribune, New York 
\dvertising & Selling, 
Printer’s Ink, Wall 
New York 


were: Business 
le, Scripps-Howard 
rk Journal American, 
w York Herald 
Vorld Telegram, 
‘ron Beacon-Journal, 
eet Journal, Cleveland Press, 


Times, 


Sun, News Week, National Petroleum News 
Motor Age, Automobile Topics, Tires Service 
Station, Tire Rebuilding News, and DIS 
PLAY WORLD 

\ conducted tour through the entire 20,000 
devoted to the Visual 


square feet of space 


Merchandising Laboratories was a_ high 


light of the program, with 
sentatives taking the part of visiting dealers 
he Ip. 


company repre 
in need of store planning and display 
while other members of the department ex 
plained the various phases involved in scien 
tific layout and display. Fourteen individu 
al sections of the department were inspected 
in this manner, ranging from the workshop 
where new fixtures and equipment are ce 
veloped, to the manager's office and dealer 
conference room. 

Merchandis 
Ver- 


non H. Jones, manager of the store planning 


The operation of the Visual 
ing Laboratories is best explained by 
and display department, who developed the 
idea from its inception and whose talk be- 
tore the given below But 
in brief, the 

There are 


press group 1s 


Laboratories function thus 


seven fundamental phases in 


the approach to simplified, 
summarized as_ fol 


design; (2) 


dising, which may be 


lows (1) product and pac kage 


design and color; (3) fixture and 
lavout; (4) 


interior display arrangements; (6) 


store 


equipment store layout; (5) 
Sscrentihye 
window display installations; (7) display 
materials and methods of pricing 

The 
is based on the sound theory 
retail 


Store 


merchandising research 
that there are 


selling 


laboratories’ 


two keys to simplitied store 


planning and display planning in 


volves proper modernization with good tune 


tional lavout and design to “sales condition” 


a retail store. Display concerns scientifi 


merchandise with visual 


retail 


arrangements oft 


appeal to make a store work 


sales 
as an efficient selling machine 
Visual 


have 


(;soodyvear dealers who come to the 
Merchandising 


to depend upon imagination or photographs 


Laboratories do not 


to visualize the application of scientific al 
terations of their establishments, best suited 
to their ultimate 


Among the “properties” of the laboratories 


requirements. 


are three full-size, tully-equipped “stores” 





30 


complete in every detail as to fixtures, pro- 


ducts —even to store fronts and exterior 
identification 

One is a model service station type of 
setup: one a model tire-dealer establish- 
ment (small) and the third a model tire- 
dealer establishment (large). In these life- 
size laboratory installations, each model 
store incorporates the actual merchandising 
aids, fixtures and products recommended 
for adaptation by the dealer who desires to 
operate on the basis represented. 

In addition to the actual-size, complete 
detail model stores, the laboratories’ “tools” 
include scale models of every kind of con- 
ventional service station and tire store 
equipment, such as retread molds, repai 
devices, store fixtures, grease racks and 
gasoline pumps and islands. 

On a large, low platform, or table, laid 


out in one-inch squares so that it resembles 


a large sheet of graph paper, an outline 
of the dealer's own business establishment 
Hoor plan may be laid out on the scale ot 
one inch to one toot Using the scale model 
fixtures and. service equipment, exact re 
production of the dealer's present store lay 
out and recommended modernization can be 
iccomplished in a matter of minutes. Pho 
tographic reproduction of the scale models, 


supported by blue-prints made up on_ the 


desired layout, make it an easy matter for 
the dealer to have required alterations to his 
place of business accomplished by local con 
tractors 

Dealers who desire to build new places 
of business, or bring old locations up to 
modern standards, have only to outline then 
desires to the Visual Merchandising Labora 
tories’ technicians and merchandising ex 
perts. In a matter of hours, the dealer is 
shown the various types of stores, complete 
in every detail down to price tags on met 
chandise, built within the laboratory as pet 
manent “tools” for example usc 


Meanwhile draftsmen and architects go 


over sketches of the dealer's property and 
by the time he has finished his visit through 


the merchandising exhibits containing — the 
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newest developments in proved sales aids, 
furniture and other equipment, complete 
plans suiting the dealer's circumstances have 
been prepared and are available for inspec 
tion and discussion. 

Under circumstances where a dealer cat 
not appear personally to discuss his problems 
in the laboratories, Goodyear’s moderniza 
tion service 1s provided by correspondence 
through the sales organization. The dealet 
submits an outline of his plans, including 
a rough scale-dratt of his present establish 
ment, with the aid of the Goodyear terri 
torial sales representative. Upon receipt at 
the Visual Merchandising Laboratories 


—At the top is a general view of the office 
section in the Laboratories, while below this 
photograph is another showing registered 
architects and store planners developing cus- 
tom plans for Goodyear dealers. . . . At the 
left are the guiding lights of the Visual Mer- 
chandising Laboratories; in the usual order 
H. D. Barber, coordinator-assistant to Vernon 
Jones; F. C. LaBoyteaux; Vernon H. Jones, 
manager, store planning and display depart- 
ment; A. E. Claussen, design director, and E. 
H. Riedmaier— 
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\kron, trained experts analyze all possibilt 
ties and crystallize their findings into com 
plete blueprints with necessary supporting 
data to simplity necessary alterations, or 
construction. 

The above is necessarily brief. Returning 
to the press pre-\ iew, the introduction of 
Vernon Jones was made by J. E. Mayl, vice- 
president, who said, in part: “Something new 
has been added. Not something new from 
the standpoint of planning and the actual 
vorking of the plan, but something new in 


the sense of being able to visualize our met 


—The graph at the top of the page charts a 
century and a half of progress; it is located 
in the dealer conference room. ... Center, a 
view in the workshop of the Visual Merchan- 
dising Laboratories; all merchandise handled 
by a dealer, for example, is reproduced in 
exact miniature so he can see a physically 
complete set-up of just how his store will 
look... . At right, the front of three complete 
stores to be seen in the Laboratories; they are 
in three sizes, small, medium and large, so that 
the dealer can better visualize his own estab- 
lishment's ideal stock and appearance— 
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chandising and service recommendations, 
space allocations, display possibilities, ete 

‘Goodyear is tully conscious of the needs 
of today with respect to more efficient distri 
bution, both on the part of Goodyear and 
he part of Goodyear dealers 

“We in sales have been in the habit of 
rightfully boasting of our development and 
research laboratories—laboratories devoted 
to the study of the betterment of our present 
products and the search tor new products 
“We, too, have been studying the betterment 
of our distribution, which includes the study 
of our own costs and ethciencites—and_ the 
problems of our dealers in the way of in 
proved selling methods, better use of spac« 
better display, and better service, but we 
have never had a laboratory to visualize 
our recommendations and work out ou 
problems 


} 


“We are here today to show vou out 
laboratory and what we have been doing and 
contemplate doing as to improved selling 
methods, improved service, better use ot 
space, and better display on the part of our 
dealers 

“Too often we tound that dealers whi 
contemplated building new places of busi 
ness or remodeling old places, were building 
the shell and then trying to accommodat 
their sales and service requirements within 
the shell 


space they needed, then building the she 


rather than determination ot thi 
around the space. We decided to do some 
thing about this 

“We conducted a survey among our deal 
ers as to the lines they were handling and 
the services they were rendering—and_ the 
approximate volumes 

“We employe d the proper personnel to le 
velop ideas on the required amount of spac: 
the most efhcient use of space, and the tull 
utilization of display to fit the needs ex 
hibited by our survey. We had a_= specifiy 
problem to work out, and what you are go 
ing to see represents what has developed as 
a result of the study of that problem 

“That is the background of why we are 
here today, and that is the cue for me to 
turn over the proceedings trom here on in 
[Continued on page 7o) 





































York Display 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 





‘ . 
“WTS Cocktails for Two Again!” read the 
invitation headline used by Irving 
director, in 


windows at Macy's, 
of plastic made their in 


Kldredge, window display 


a series of three where 
simulated “blisters” 
appearance. Two 


troductory and interesting 


of these units joined together by fine 


wire to form a sphere and were suspended 


were 
from the ceiling at graduated elevations, as 
pictured here 

Kach of the five 
enclosed in tour thin black rods, 


blisters thus used was 


which were 
n high pink pebbles covering the 
floor, the rods tanning out 
centel floor to the 


Multi-colored satin balls were scat 


ea of the 
Irom a point on the 
ceiling 
tered among the pebbles. The lower portion 
the backwall was lighted with green and 


the upper portion with a deep pink tone, the 








plastic bowls catching the lights like bub- 
bles. 

“Warmth for Every Hour Out of the 
Twenty-Four” read the legend in four win- 
dows at Franklin Simon’s and in this scene 
where warmth at bedtime was featured, Dis- 
play Director Winston Jones used as back- 
ground a fireplace designed from an old 
Dutch The red brick was of 
papier mache, with black 


further treated with a decorative 


open stove. 


bordered wire 


mesh and 


—Upper left, by Irving Eldredge, window dis- 
play director for R. H. Macy & Co... . Upper 
right, by Winston Jones, Franklin Simon's... . 
Lower left, by Richard Campbell, B. Altman 
& Co. Lower right, by John Rosenberg, 
Abraham & Straus, Brooklyn. . . . (All photo- 
graphs by courtesy of Virginia Roehl Studio, 
New York City— 


outline of black papier mache; this was re 
peated as a trim on the top of the white 
conical chimney. Revolving lights under 
the logs in the fireplace suggested a very 
cozy fire for the three girls who wore all 
white nightgowns or pajamas with little 
caps, curlers and hairpins in evidence; in 
their garments they appeared quite 
comtortable on the “snow” floor. 
Two have chosen to eat candy apples, though 
there was an abundance of big red apples 


warm 
covered 


in copper and pewter accessories. 

A stage setting captioned “Meadowbrook 
Stables” makes, during the autumn 
the focal point at the end of the 
traffic aisle on the third floor at Altman’s. 
\djacent to the Meadowbrook Shop where 
town and country clothes are carried, Rich 


season, 


center 


ard Campbell, in charge of interior display 
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on the ready-to-wear floor, has created a 
scene in the best traditions of 
polo. The background is all white and the 
horse, complacent in his surroundings, looks 
stall. 


wall 


racing and 


out from his box The groom's chair 


hangs on. the and a Canada 


goose 
swings out overhead. Bowls of apples and 


jars of autumn foliage accent the seasonal 


atmosphere. 
“Walking on 
Wedding March .. 
Blue 
skirt” 


imaginatively translated by Display Director 


with the 
. The Bride in a gown of 


Clouds! In Time 


Heaven with long train and_= side 


draped was the fashion message 


A. Rosenberg through the use of white 
giass for the motionless cloud forma- 
\braham & Straus 
The deep rose-red hearts of the 


n in an window in 
srooklyn. 
white orchids chosen by the entrancing bride 
just the blue 
wedding their 


and filled in with a 


gave desired accent to the ice 


Pale 


wings brushed in white 


gown pink cupids, 





—Upper left, by Ogden Salmon, De Pinna's. 
... Upper center and right, by Richard Camp- 
bell, Altman's. Lower left, by Arthur 
Halpin, Hattie Carnegie's. Lower center, 
by John Rosenberg, Abraham & Straus. : 
Lower right, by Sidney Ring, Saks-Fifth 


Avenue— 


Hoat 
blue 


bit of the spun glass, appeared to be 


ing over the scene with pale rose and 
ribbons and good wishes 
“Work of Art—Black handled with artist 


ry by De Pinna” 
likewise 


desc riptively read the 


streamer, “work of art” applied 


equally to the Chinese doll used in a display 
by Ogden Salmon, display director 


The jacket of the figurine was done in a 


Chinese pattern of antique blue—the skirt 


having 
blue 


pape I 


dry-brushed in baby blue, the whole 
finish The 


patterne d 


a high ceramic 
gold black 


was also used for the 


antique 
and Chines 


circular platform and 


Four of the windows simi 
doll in aie different 
while the 


floor 
larly 


covering 
used the 
costume and pose, 


Chinese 
fiith window ot 
the series showed a grouping of Chines« 
patterned pape 

gold 


units Tor 


mandolins finished in the 
\bstract 


serve as decorative 


trees in a= greenish tone 


show 


display 


redecorated 


recently 


\ltman’s \ 


which 


ing millinery in_ the 
third floor 
number of the 
the base of the 
smaller three 
tin. The top 


department at 
large leaves Inclose 
branches are overlaid witl 
dimension leaves of hammered 
sides of the table 


and four 


are mirrored, thereby adding distinction to 

the setting 
\n entirely 

stract tree appears at strategic 


\ltman’s 


instance, the trees are 


different version of an 
points m 
third floor 


sculptured 


coat department of 
this 
chicken wire, as shown here, and hung 
bright red and yellow silk scarf Set 


[Continued on page 97] 
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INTERIOR FOLLOW-THROUGH 


& Co. it 1s the 
merchandise 
reflect 


mcreas- 


T Hochschild, Kohn 


desire of the general 
manager to have the interior 
windows. For the customer 1s 


being carried to the point-of-sale 
extended coordination of a sell 
that has from 


to window, to interior 


through the 
ing theme been expressed 
Hhewspapers, 

Working along 
schild, Kohn & Co 
vith at lez one 


This 


| 
tional 2 as 


these Hoch 

department is equipped 
devoted to 
direc- 


lines, every 


focal area 


display space provides for a 


well as a promotion story 


i our ready-to-wear floors facing the ele 


vators there 1s an imposing platform at the 


entrance of each department which under 


weekly physical change along with 


\ll of these are supplied with 


one al 
the windows 
mannequins to retain the 
reduce 


fine, well kept 


low impression lo customer 


By C. E. LENHART, 
Hochschild, Kohn & Co., Baltimore 


—First illustration, of the ‘'B-G" (business 
girl's) shop. Upper right, the ‘Cotton 
. . Lower left, note the canopy ef- 
. . Upper right, 
used for 


Corner. . 

fect over the display units. . 

a showcase cleared of stock and 
promotional selling— 


handling (the bane of all interior trims) and 
visibility, the floors ot 
the platforms are knee height. In addition 
to these platform areas, which re- 
ceive the and 


to insure complete 


special 


same art work, props, signs 


merchandise as the windows, each depart 
ment is provided with 
decorated for particular seasonable or 
convey 


a frieze which can be 
spe- 
promotions to 
atmosphere. Pictured 
(directed to the 
own eye-catching 


cialized personality 
the “Shop” 
the “BG Shop” 


¢ quippe d 


here is 
business 


girl) with its 





axe" 
wre oe 


oh 


oot Cryer tees 





color scheme in wall treatment, platform « 
trance, selling counter and furniture. A 
shown is last summer's “Cotton Corne 
with gingham print buildings appliqued 


the frieze. 
Where added drama 
space must be conserved for customer tr: 


is desired and fk 


fic, a counter-enclosed ledge display (a 
equipped with mannequins) conveys the pr: 
motion story. The “Sea and Sun Shop,” 
pictured, combined all available areas 
display: the platform at its entrance, t 
overhead frieze, the counter-enclosed led 
and columns. 

In many departments, most 
which are on the first floor, we have fou 
and ultimately profitable 


prominent 


accessory 


it necessary 


clear the stock from a sellin: 


case in favor of a specific promotional item 
When the coordinated store promotion 
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orne 
ued 


1 fl 












NOVEMBER, 1945 








cludes their departments, this case is treated 


with a decorative sign and simple motif that 
is part of the over-all theme making. the 


ordination complete. Our first postwar 
presentation of non-rationed commodities 


took over our “Service Men's Booth” on the 
main floor. Though it was only a two-week 
promotion, it moved in with all the fur 
} 


lows of a new department—the “doodle 
k ns,” redressed tor the occasion, appeared 
in the windows and on the ledge and pro- 
vided the necessary action to the scene 
Kevond our routine operation we have 
tried whenevet possible to replace the 
Static, practical looking fixtures which serve 
customer selection (such as hat, glove 
and shoe stands) with attractive stylized 
tirms. In many cases this is not practical 
siice they are exposed to constant handling 
But the wood-constructed shoe and hat dis 
Players with papier mache trim were ver) 





DISPLAY WORLD 35 


—These two photographs illustrate how a pro- 
motion is carried through from window to in- 
terior display. The "Stock Your Pantry" theme 
is followed through to the last detail. 
Below, an example of the knee-high display 
platforms used by Hochschild, Kohn & Co.,; this 
one indicates the location of the “Sun and 
Sea" shop, as well as selling the idea of a 
specific piece of merchandise— 


department presents its general plans and 
ideas tor treatment and the theme its set 
From here the plan is presented to the artist 
and interior displayman and the display 
stylist, who coordinate their color schemes 
and prepare for specific techniques inspired 
by merchandise designs. The plan is then 
ready for execution 

Since experience has taught us that ready- 
built props, though very attractive in them 
selves, are not always adaptable to our 
physical setup, we have found it profitable 
to construct most of our displays within 
the department, working ten days in advance 
for a heavily advertised promotion Che 
} 


sketch is then carried out by carpenters, for 


both windows and interiors simultaneously 

\t that point the displays flow through 
separate channels. For the windows th 
displays are returned to the original artist 
for added art touches: for the interior, they 
are sent to the person whose responsibility 
lies in the departments being represented 
This interior staff is trained in trimming 
art techniques and merchandising. In ad 
dition to carrying out these coordinated 
promotions, they are responsible (with each 
buyer's assistant) for general department 
upkeep: Le. fixture replacements, merchan 
dise changes, selling case promotions, es 
pecially advertised unit displays, routine 
checking for cleanliness, et \ll shop 
trims, seasonal overhead cases and_ frieze 
trims originate and are executed by the 
art staff, in addition to the weekly windows 


practical as well as charming last season 
when we equipped both departments com 
pletely. We intend to make sure they serve 
a full life when we pull them out again for 
Christmas with a fresh pastel paint job and 

touch of tinsel 

The coordinated promotions are listed on 
a monthly advertising schedule Merchan 
dise managers also present monthly printed 
requests listing current presentations and 
requesting cases, windows and physical de 
partment changes. When style promotions 
come due, a meeting is held by the display 
manager with the fashion coordinator and 
the art director of display. When the pro 
motions are other than tashions, the coord 
nator is replaced by the merchandise man 
ager and the advertising representative. At 
these meetings specific merchandise is dis 
cussed by the buyers or coordinator and the 


copy heading is decided upon. The display 














By HERB CROSS 


"Dick" Whittington Studio, Los Angeles 





{ 


Hills is a famous jew 
It has only 


rin Beverly 

elry store called Joseff's 
two small windows, but the displays 
among the most interest- 


Keddie Behme, who 


shown therein are 
ing on the West coast 
also designs jewelry, is display director 
Che first illustration shows one of his cur 
rent displays, “The 


Ring.” An dark 


was used, and the only lighting was a sing} 


featuring Bird Cage 


extremely background 


spot focused directly on the long gloved 


arm, the ring itself, and the bird cage prop. 


The ring is certainly worthy of descrip- 


tion here It consists ot an unmonnted 





diamond, surrounded by a cage made of 
hand-wrought gold; the price is $3,500. 
Joseff designs quite a bit of jewelry for 
the motion picture studios, and also rents 
the studios special pieces of merchandise. 
At Brooks, where Ervin Walden is dis- 
play manager, a great number of dog pic- 
offered shoppers in 
with an promotion. 


tures were gratis to 
connection autumn 
Walden had several of these pictures blown 
up in size and framed them with big boughs of 
wood. were mounted 
background and flanked 
with clusters of autumn foliage. Men's fall 
were the mer- 


natural birch These 


at intervals on the 
sportswear and accessories 
chandise featured, much of the latter being 
large 
Irregular pat- 


leaves of 


cut-out 
Lighting was general. 


shown on. slanted 


Size. 


terns of wood chips were used on the flor 

Under the alfiterative theme of “Califo 
nia Classic Color Combinations,” Desmond 
Wilshire 
fashions as shown in the third illustration 
battery of 
promotion theme appeared in gold letters « 
a brown background in each case. A pal 
tree of paper in each window division was 
finished in silver, while at its base stood 


boulevard, displayed men’s tf: 


one of a such windows. T 


papier mache burro done in bright colo: 
Ilumination was by spotlights. In eac| 
unit of the series a mannequin stood at on 
side of the window, wearing either a suit 


or sportswear, and facing an irregular, lov 


level plateau on which stood the burro a: 


men’s furnishings and accessories. The 


showcard was in open book form, with o1 








page repeating the burro and palm tree moti! 
and the other reading: “Autumn 
Southern California.” 


1 


. Strictly 


In the big island window at Brooks, Ervin 
Walden autumn fashions — tor 
women under the theme: “Beloved Black.” 
Mammoth autumn leaves in all their gorge- 
ous hues were the principal display proper- 
ties used, as seen in the fourth photograph, 


displayed 


—At the upper left is a display of a fabulous 
"Bird Cage" ring at Joseff's, Beverly Hills 
where Eddie Behme directs display and also 
designs jewelry... . Center, men's fall appare! 
displayed by Ervin Walden, at Brooks; natura! 
birch branches were used for the picture frame. 
... At the left, "California Classic Color Com- 
.. (All 
photographs by courtesy of ''Dick'’ Whittina- 


binations'’ as featured by Desmond's. . 


ton, Los Angeles) — 
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—At the upper right, ‘Beloved Black. . . . First 
Choice for Fall"; the display is by Ervin 
Walden. . . . Below, by Robert Gibson and 
Mary Kerwin, J. J. Haggerty's, Hollywood— 


supplemented by a single bare branch to 
support a hat. The two mannequins stood 
on a floor covered with wood chips and 
small cut-out leaves: 
natural color and dark brown. An interest- 
ing feature about the big leaves used in this 


the shavings were in 


display is that they were heavily embossed, 
so that the veining system stood out in high 
reliet. Accessories were grouped at the 
base of the single branch, and the entire 
display was brought out prominently by 
spotlighting. 


The final photograph illustrates a display 
used at J. J. Haggerty’s, Hollywood, where 
Robert Gibson and Mary Kerwin handle 
display for the well-known specialty shop. 
Fall apparel was again the theme, with 
Fisonberg originals as the specific merchan- 
dise in the display pictured here. The single 
mannequin was spotlighted and stood before 
a background finished in a dark cream tint. 
The display property used for attention in- 
terest was very elaborate, consisting of a 
stand supported by curved plaster legs 
trimmed in foliage and grape clusters. On 
top of this rested a mirror, likewise trimmed 
with grapes and leaves, and with = small 
patches of fluffy cloud painted on its face in 
white. Two small figures rested on top of 
the mirror, having a_porcelain-like finish 
and bearing horns ot plenty to symbolize 
the harvest season. 


One expects to see the unusual in Cali- 
fornia, but would hardly anticipate walking 
into a barber shop and seeing three big 
shadowbox displays of men’s wear to catch 
and hold his interest while waiting for the 
barber, or while the tonsorial work is actu- 
ally taking place. But in Westwood Village, 
not too far from here, is the men’s apparel 
shop of Daniel P. Adamson where such a 
barber shop is operated in direct connection 
with the regular business. The shop ts 
cannily located at the rear of the main 
floor—and its customers pass through all 
the interior displays en route to the shave or 
haircut. The entrance to the shop is made 
especially attractive by a white brick facing 
and windows, around which ivy grows. 


rhe shop itself has a decorative motit 
harking back to Early California in theme. 
with light fixtures made trom the wheels of 
old borax wagons and with furniture cov- 
1 with spotted calf and cow. skins. 
The walls of the interior are of white 


ere 


vashed brick and = antiqued rotten-stone 
Chairs have barrel bases and backs, while 
some of the tables supporting displays of 
iccessories are formed by barrels held to- 
gether by big steel hoops. Display fixtures 
are antiqued in order to harmonize with 
e general appearance of the store. 


leslie Thomas, Columbia Studios, helped 
design this interesting shop and also did a 
serics of murals as the final Western touch 
lor the walls. Window display at Adamson’s 
is handled in a manner in keeping with the 
ral treatment of the interior 
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Four full blocks of windows are 
just part of the responsibility of 
Joe Chadwick, display director 
for Famous-Barr Company, one 
biggest 
The display operation is dis- 
cussed in detail in this article. 


of America's stores. 


N autumn leaf, a twinkling lght, the 
harmonious tones of a friend’s living 
room—any attractive scene or object 


means new display ideas to the mind. of 
Joseph Chadwick, 


of Famous-Barr Company, St. Louis’ largest 


veteran display director 
department store. 

Chadwick, who has handled display for 
Famous-Barr for 32 years 
four blocks of windows, 26 in all, to fill with 


since 1913—has 


the carefully planned designs that have con- 
tributed in large measure to the store’s great 
volume Almost unique in department store 
locations, Famous-Barr has no “back door.” 
The display windows in the block-square 
streets that carry 
downtown. St. 


building face four some 


of the heaviest traffic in 
Louis, 

All windows are considered to have about 
the same pulling power, with no one window 
or group of them preferred above the rest. 
Locations for various types of merchandise 
Vary, except tor the 


Me n's 


apparel is always displayed in the 


HOW DISPLAY OPERATES AT}! 


Olive street windows, facing the largest 
men's store in the city, and likewise a series 
ot small specialty shops for men. 
\ccording to Chadwick, this is partly tra 
dition but mostly because through the years 
men have become used to shopping the Olive 
merchandise is moved 


street windows li 


around, he says, most men won't hunt for 
don't mind if merchan 
shifted, lo! thev'd 


rather shop around anyway 


it; women, he adds, 


C11s¢ display Sites are 


Women seek style in viewing displays, 


(Chadwick has found, while men buy by sight 
and habit 
volume, F; 


Because of its tremendous 


mous-Barr has devoted most of its inside 
space to merchandise, leaving comparatively 
little for 


three or tour years such display has become 


interior display. During the past 


almost negligible, not only because space 


troubled 
uncertain merchandise, and record 


was lacking, but also because of 


marke ts, 


men’s wear windows. 
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crowds of customers jamming the aisles. 

For any special promotion, interior dis- 
plays are set up in the store’s auditorium 
For example, during the Christmas season 
the auditorium is opened as part of “Toy- 
Santa Claus and other 


holiday 


land” and houses 


symbols) of the season, During 


November and December of last 


estimated 300,000 persons visited the Christ 


year, an 
mas display in the auditorium and the ad 
jacent department 

Routine department displays are arranged 
by members of the separate departments 
Chadwick and his staff, however, are always 
eager to help with the cases and islands, 


both 
irom. the 


with suggestions and with properties 


display department’s workshop 
He is quick to correct a poorly handled dis 
play, and even quicker to praise an out 
standing one. 

Chadwick constantly stresses the importance 
“Our dis 


ot complete, attractive display 
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+t 


play space is limited, and we must use 
to the best 
attractive 


suggestion buying. 


advantage. For example: th 


use of department displays 


it 


handled 
purposes 


“Display should — be 


thought, and tor 


cases 
special display 
only, not as a space for reserve stock M 
chandise taken from the cases should 
replaced immediately, with no space lett 
trimmed.” 

major task—and first lov 
Proot that he 
that 1 


150 to 200 customers a day ask to se 


Chadwick's 


is the store windows. 


an outstanding job is the fact 


try on window displayed merchandise. [1 
Famous-Barr to comply 
departt 


replacing 1 


a policy of 
these requests and the display 
is kept busy substituting or 
chandise taken out of the windows. ¢ 
wick is glad the windows sell, but he 


regrets that his attractive displays 


sometimes spoiled when the central pre 




















s 
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T}] FAMOUS-BARR 


old and a substitute used that doesn't quite 
armonize with the rest of the window. 
He believes that buyers should purchase 
pecial garments and matched accessories as 
how pieces” tor window display. One of 
Ss greatest problems during the war years 
is that a shipment of merchandise would 
already sold even while he was planning 
window around it. “As soon as the mer- 
andise arrived the clerks would call thei: 
tends and customers, who would rush 
wntown and my caretully planned window 
splay would end there, right there 
The display department proper consists of 
mall suite of offices on the first floor bal- 
ny, and a tremendous workshop on_ the 
enth floor of the Famous-Barr warehouse 
oss the street. The warehouse is reached 
ough a tunnel under Locust street. so the 
plays are revealed to the public only 


r they are in the window and fully pre 


ed, 
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with at least 10 more 
Chadwick likes to tell of tl 


switt, efficient 


displays completed well it 


special victory scroll di 


( 


The majority of papier mache 
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By 
ED and EMILIE GRAYSON 


—These are typical displays as used by Fa 
mous-Barr Company, St. Louis. Emphasis is 
always placed on merchandise rather than 
setting. The store has 26 windows, serviced 
by a display staff of approximately 27— 


Christmas symbols now line its walls 

Theme of the windows will be “Christmas 
in 26 countries,” with a typical holiday se 
from a different country in each ot the 
26 windows. A large open book in eat 
setting will explain the scene briefly, adding 
a few sidelights on holiday customs in_ the 
country pictured 

Down the center aisle of the main floor 
five revolving globes—4 feet in diametet 
will be suspended. Mounted on each will be 
a papier mache Santa Claus. A Saturn-like 
band circling each globe will be peopled 
with toot-high dolls, also of papier mache 
dressed as natives of the countries shown i 
the Christmas windows. Posters colortull 
displaved throughout the main floor wil 
also tie-in with the international Christmas 
theme. 

In planning the store's displays, a general 
theme is selected and then sketches are 
made, suiting each display to the particulats 
window it is to occupy. The drawing is 
then colored with the exact shades to be 
used. As an added check on special themes 

such as the Christmas season—small col 
ored slides are made and studied through a 
stereopticon to get the final effect 

Backgrounds are built in the workshop, a 


large double room that gives the effect of a 
Hollywood property room. Lumber, bolts 
of material, seasonal scenes and = assorted 
figures line the walls ot the main room In 
an adjoining room, almost as large, all types 
and shapes of plaster casts for papier mache 
figures are scattered over tables and 
benches. Cartons of moulded figures awatt 
shipment to the art department for painting 
and finishing 
At first glance the effect is one of cor 


tusion, but closer inspection shows that 


carpenters, moulders and other workers are 


swittly and efficiently creating the material 
tor a perfectly coordinated window Chad 


wick spends part of each day in the work 


s| op, checking on the construction progres 


making necessary changes and watching 
reative ideas take concrete torm 

\iter 32 vears in the display business, he 
is convinced of one thing that no idea 
really original 

The electri light wasnt at riginal 


| ( ntiuiued pad Ny] 
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IN LIVING SINCE 1879 


Been Oer life For 70 Years 


Wee it rehigy 


- 


Gur life Pox 70 Years 


CHICAGO DISPLAY SCENE 


By JACK POLLARI 
Madigan Brothers, Chicago 


ARSHALL Field & Co 


the importance of the 


emphasized 

label 
COPNCT 
Madison 
mink, 


tormed. the 


store's 
theme tor a large 
state 

Sum ptuous 
details, 


park 


to set thre 


vindow of tur coats at and 


as pictured here 


streets, 


in striking dressmaker 


merchandising storys Phe scene Was 


ichieved with a white facade background 


huge white columns, and with evervthine 


SHOW Phe white 


and the 


covered with simulated 


cherub urns, the lion's head plaque 
added charm to 
leach 
landscaped witl 


flocked 


WCE al 


black poodle ina brisk pose 


this wintry outdoor scene corner of 


the window was_ heavily 


snow-covered evergreens and white 


leatless trees Phe 
ranged WW 


so that 
ot the 


Mannequins 
and Pose | 


both 


conversational groups 


visible trom sides 
Phe floor 
card in) the 


Tic ld 


as to the ac 


they were 


corner window was deep 


covered Lhe bore 


he Marshall 


ground displaved tl 


Ivo snow 


captioned with convincing copy 
this 
director Oot 


trust 1 famous name 


and 


Moss 


ceptance 
John 1 


Field's 


design tot 


label, 


—At the upper left, by Ray Bianchi, Gold- 
blatt Brothers. . . . Lower left, by John Moss, 
Jr., Marshall Field & Co. ... Upper and lower 
right, two of The Fair Store's anniversary 
displays, by Reed Schlademan. . . . (Photo- 
graphs by courtesy of F. A. Kuehn & Co., 
Chicago)— 
Moss, in a series of four State street win 
Field's, tied up 


ground with tour advertisements on the same 


dows at copy and back 


merchandise (A typical display of | the 


series Is seen on the opposite page.) Phe 


irregularly edged, paced the presenta 
“She 


Cal d, 
following urns 
oth Floor.” 


a swank night club with man 


tion with the 
Heads Coat Shop 
shown depicts 


pose d nD 


COPS 
Phe setting 
nequins such a way as to imme 
focus one’s eves on the merchandise 
teatured Phe floor 


panel are carried out in a stylized patch-pat- 


diately 
and the background 


tern. The distinctive note here is the ap 
plication of raised plaster in certain places 
on flat 


noted on the chandeliers, 


compo to give a feeling of relief as 


the mirrored hall- 


tree, and the vacant table toward the rear of 


The painting was done in 
Also, that 
into the plaster to 


the mannequins. 
brush 


casual dry note glass 


brilliants were set wet 
a sparkling charact 

In a dramatically setting, 
Elliott, display director at Chas. A. Stevens 
& Co. painting and a 


casual table with opened books to set thi 


give the whole design 


simple Bruce 


relied on a Degas 
mood tor a charming negligee window. Th 
background was formed by a gray and black 
raised-grain wallpaper. The seated mann 
quin on the floor, reading, and the standing 
figure holding a candle provided a_pertect 
touch tor this setting. Note how the heavs 
natural-colored hooked string rug pulls the 


The 


luscious 


Whole picture together. 


designer ot linger! 


dreamtime 


tis 
glamorizes your with an 
enchanting new collection of sleeping be 
ties Floor”, 


Carson Pirie Scott & Co. installed a ser: 


Lingerie—2nd 


windows, 
Apple” 


here 


cosmetic 
“Fatal 
shown 


of three whimsical 


turing the now famous 
The photograph 


the one on the radiate the 


Revlon 


cover perenl 


oe ae 


card reads, 
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desire of milady of fashion, torever seeking 
that allure to capture the masculine fancy 
The tree behind the holds 
a huge apple in the new cosmetic shade, with 


branch valance 
tor which 
The 
long python-like reptile reclining over the 


a golden jewel-crested snake on it, 
the mannequin appears to be reaching. 


high-doweled fence is made of cotton with 
dotted covering. The 
apple attached to the sprig on the 
right form the message and also act as the 
The floor 
the background an eerie blue, while the man- 
black 


gloves on the 


fabric air-brushed 


leaves 
merchandiser. 


was. vari-colored, 


nequin was garbed in a glamorous 


sequin date dress. The long 


arm were heavily bedecked with bright 
bracelets. J. W. 
rector. 

The Goldblatt 


dows of California 


Campbell is display di 


Brothers series of six win 
fashions relied on genu 
their “Treasure 
Shop” for that added touch of distinction 


ine antique pieces from 


These were placed before an irregular panel 
covered with costly embossed metallic wall 


paper. These settings dramatically 


lighted 
frames. 


were 
wood 
Cali 


grained 
“Orchids to 


trom behind big 


The ¢ard read: 


Sd > 
~z 





achieved this with 
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checked suit 


striking 
dress and the way it will look on you.” 


fornia for our new 
Ray 
Goldblatt’s, 


also grouped two framed units of millinery 


Bianchi, director of display at 
arrangement ot tall to 
that 
“Brims 


colortul 
( all 


“Things are 


amidst a 


liage to attention to the tact 


looking Up” in hats 


have a new lit Crowns go skyward and 
fashion heads into a buoyant season” 


so the card states. Wood chips in autumn 


tones were floor to 
plete the setting 


Phe Fair 


anniversary, 


scattered on the com 


Store, in celebrating its 7O0tl 


concocted something really new 


In an institutionalize ] series ot furniture 


immediately 


been a 


windows—making it 
that this 


SCTVICC to 


apparent 
great store has 


their 


store of 


customers tol the past 


three-score vears and ten Rees Schlade 


man, under the direction of Sam Blum, 


humorous life-sized ant 


—Upper left, by J. W. Campbell, Carson 

Pirie Scott & Co. ... Upper right, by Bruce 

Elliott, Charles A. Stevens Company. .. . 

Lower left, by Ray Bianchi. . . . Lower right, 
by John Moss, Jr.— 


4\ 


mated cutouts oft 
Keach 
something which 
“balloon.” Phe 


was divided by a partition 


wallboard painted in 


bright tones figure was doing and 


saving was phrased in a 


white kitchen appliance 


window showing 
with 


(cutout) hold 


wood stove cluttered 


pans The 


an old-tashioned 


pots and mother 


ing a hurricane lamp was saying "A 


woman's work is never done.” Her 


baretooted, he act of pulling 
shirt to dry himself near the 
“Ouch! Mom, 


around this 


stove. 


how can a guy toast 


Saving, 


even stove.” 1] halt 


of the window displaved a 


with white cabinets and a new. stove 


show by contrast how tar. science 


vanced in equipment and service. A 


girl in this setting was 


SAVING, 
woman's work ts done tor het 
bh] 


the modern c availab 


these 


mVenICHCesS ( 


two presentations a hung, 


sign 


ine: “Partners in living 1875 


life has been our lite tor 


hac k 


\ hearty pat on the 


display staff tor creating an 


fresh, sparkling and unusual 


versary celebration 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Pavamgumnann: Highliahts of Evening’ is the title of this 
Jisplay sugges stive of New Year's Eve. The arrangement 


onsists of two units divided by a column. 








Properties: Props are simple in this display. Soft, rich- 
toned drapes and group of bells grace the backgrouna. 
The column to the right is fluted and lends interest to the 
lisplay. The center table displays accessories in com- 
pany with a champagne bucket. The descriptive phrase, 
Highlights of Evening’, is lettered on the copy to the 
right. Other copy card is shown on the floor at the left. 





Arrangement: This ski motif consists of a single unit. 
Note how the grouping of the figures creates unity 
and good composition. 


Properties: A bank of snow serves as a background 
for the skiers. To the left a snow-laden tree 
spreads its branches. A rustic sign in the fore- 
ground serves as a copy card for the caption 
Should you prefer the North this Winter."’ Ski 


ic ite ; accessories are displayed in the center foreground. 

Ae P 
vids + « 

Faas 










Arrangement: The elements in this sketch are ar 
ranged to form a single unit resulting in complete 
coherence. 





Properties: | When you turn to the Sun, turn to shirt 
and shorts'’ might be the title of this display, let 
tered on a white sign post. The floor is covered in 
white. Different species of cacti are used for this 
setting, the one on the left being the tall variety. 
A strong sunlight effect should be used for this 
lisplay. 
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. | COMING UP 





Arrangement: This men's formal window consists of 
several elements, forming a single unit. Note the 
pleasing arrangement of apparel and accessorie 














Properties: A glass platform riser is used to display 
the merchandise. The two heads on the center 
back panel are made of wire, covered with a lumi 
nous paint—an effective idea for a display of this 





type. 











Arrangement: ‘It's skiing time again!’ reads the 
message for this display. The arrangement is 
made up of two units—one, the mannequin; the 
other, merchandise. 


Properties: The platform riser is constructed of logs 
and made large enough to support the entire dis- 
play. The mannequin is attired in a ski suit, and 
related sports apparel and accessories are shown 
to the left. A pair of skis is prominently displayed 
against the center back panel. 











Arrangement: The arrangement of this men's South 
ern display ¢ onsi ts of a centra unit with ac mM 
panying elements. 







Properties: A large compass becomes the centra 













ized unit in this display. It is shown pointina South 
and the copy card beneath it reads: ‘The compa 
beckons South this winter. The manneauin in 






sport attire is displayed to the right. Shirt, trunk 





on a form, and related accessories are shown +t 
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Kline's, Tyler, Texas, keeps business at home through modern 


merchandising methods. 


WORLD 


series on 


r the present time, the popularity ot 
Kline's, of Tyler, Texas, 1s due to 
the treatment given the 


| he 


views ot 


brand-new 


junior department. photographs on 
visual 
this 


35.000 


this page show two how 


merchandising 1s given emphasis in 


store located in a small city of some 
population 
total 


store 1s branded merchan 


Between 60 and 70 per cent of the 
inventory of the 
dise, and in the expansion program now 
ratio will be 
\aron Rothfeld, 
became owner of the shop about nine months 


ago. He is a New 


the accounting firm ot 


under way this same main 


tained, according to who 
Yorker and a member of 
Rothteld & Rothfeld. 
ready-to-wear field 


Marizon 


which specializes in the 
Sylvia Pegler, promotional head ot 
& Rosenberg Company, has been exercising 
effort to 


paigns and 


every make the advertising cam 


displays of Kline’s new and 


individual enough to stand out over. the 
usual specialty shop 


\s the 


building 


result of extensive remodeling and 


sales policies adopted by the new 


owner, the volume is expected to reach a 


new high during the current veat Sales 


so tar are running 40 per cent ahead 
that 


apphed to this type 


Rothteld believes chain methods can 


not he ot operation, as 


—Two scenes in the new junior department 

show the important place of interior settings 

in Kline's program. At the upper right, 

Sylvia Pegler, of Marizon & Rosenberg Com- 

pany, who supervises Kline's advertising and 

display, with Al Rothfeld at a fashion show 
at the Hotel Pierre— 


interesting display in 


Meeting Big-City Competition 


.. Another article in the DISPLAY 


smaller cities. 


By JOHN KILGALLEN 


each locality represents a different problem 


that can hest be solved by the owner, man 


ager and individual buyer working togeth- 


er. As an example, he pointed out that he 
sales at 


found fut Kline’s were not in pro 


portion to some of the other departments 


and that the city appeared to be losing 
much of its business on better furs to near- 
by Dallas. In 


the fur 


order to make a survey ot 


problem, he set aside a minimum 


amount of money for a special 


showing ot 
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during the week of January 
Dallas 


clearances. 


better 
15, when 
up their 


furs 


most stores were winding 


During this one pro 
business in 


during the 


motion, the store did a larger 


one week than had keen done 
previous season. 
this Rothteld 


the conclusion that there is an excellent fur 


From experiment reached 


business to be had locally and the way to 


get it make customers conscious 


[Continued on page 70) 


Was to 





ee, 


while you’re in New. York 


be sure to see these 


BLITHE SPIRITS 


created by 


whhorner. | 


For Bonwit Teller, Fifth A enue. 


GREE A Mh 


ey’re the newest happiest 


hion note of the display year. 


phetic innovation is our 
PLASTIC WIG 
th its stylishly coiffed fibres 
h eliminate 


‘essing expense. 


her with these exciting 
aiked arms, or with their more 
eserved arm poses, they’re 
blithe spirits always 
and will give you a joyful 


'. welcome at our showroom. 


~ NarceLe- HORNER 


64 West 24 Street, 
Wew York 11, New York. 


tone: CHelsea 2-3736 





DISPLAY 


...on and off the record 





—Mrs. Jerry Skinner divides her time and 
ability between two different firms—Ernest 
Grissom's and The Popular, both of Abi- 
lene, Texas—where she is in charge of 
display and advertising. The photograph 
shows her in the workshop, practically 
surrounded by autumn foliage, a rustic 
well, and other properties for autumn 
displays— 


—This is the display staff of David 
Spencer's, Ltd., of Victoria, British Colum- 
bia. Among them they handle 21 win- 
dows, plus interior displays. Left to right, 
Display Manager Florence Larkin, Char- 
lotte Smith and Edna Robertson. The 
identical chic costumes seem to be some- 
thing new in display— 


—Meet the display staff of Ernst Kern & Co., Detroit. 
Front row, in the usual order: Bernice Keys, Florence 
Ellish, John C. Nichols (display director), Jean Neville, 
Bruce Condon, Olivia Calder, Stella Kleffman. : 
Second row: Jack Simonton, Irene Tillman, Anthony 
Sendoykas, Jean Bowe, Barbara Carritte, Irene Bosch, 
Michael Kazerski and Henry Harroun. . . . Third row: 
William Bishop, Gilda Kazerski, Annabelle Germansky, 
John Burgess. . . . Back row: Donald Lee, Malcolm Kirby, 
Peggy Smith, Lillian Kramer and Mrs. Arliene Stafford 
Nichols, interior display director— 


—Clem Kieffer, Jr., 
display director for 
The Kleinhans Com- 
pany, Buffalo, is an 
ardent fisherman, 
golfer, photographer 
—and an expert ma- 
gician, being vice- 
president of Ring 12, 
International Broth- 
erhood of Magi- 
cians. The expres- 
sions on the faces of 
his audience speak 
for themselves— 


—From the surroundings and the crooked 
staff, one might think Nelson C. Huber, 
Jr., is impersonating the Old Man of the 
Mountains. In reality, he was on furlough 
in the Blue Ridge mountains near Ashe- 
ville, N. C. Recently honorably dis- 
charged from the army after three years 
service, Huber has joined Dickson-lves 

Company, Orlando, Fla., as 

display manager— 


—F. W. Pickett takes 
time off from his du- 
ties as display man- 
ager for D. Moses 
& Co., Lynchburg, 
Va., to pose before 
a vine-clad porch— 
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Have You 
Thought Of 
Small- Town 

Display ? 


By FRED E. JOHNSON, 
Delta Hardware Company, 
Escanaba, Mich. 


HERE'S an old saying that one can be 
so close to. the that he can't 
trees. I think this has, at one 


lorest 
see the 
time or another, proved true in the lives of 
most ot us 
\fter 
capacity in the 
of the 
city to the 


free-lance 
tired 


serving 12 years in a 
Chicago area, I grew 


constant rush from one end of. the 


other, weary ot the 


Just at 


was pres- 


sure and felt ready for a change. 
that time | offered a 
small town, situated in the Upper Michigan 


beautiful Bay de Noque 


was connection in a 
peninsula on the 
with fishing, hunting and boating right at 
my doorstep. 

\fter 
tion offered no promise 
1 thought, had nothing 
began to look 


But having grown used to the 


that the posi 
future. The 
else to offer 


two vears, | found 
for a 
town, 
me, so | around for a new 
connection. 
easy way of living in a small town, used to 
walking two blocks to the bay and catching 
my limit of fish before breakfast, and to the 
tree and friendly atmosphere that is lost in 
the large city, I] was reluctant to pull stakes. 
I suddenly realized just how deeply those 
stakes had been driven 

\ position with a great deal of responsi 
bility was offered me with a metropolitan 
chain; I accepted, but I lacked the enthusi- 
asm that should go hand in hand with a new 
job I didn't 
felt | had no choice. 

Down at the 


hardware 


want to leave the town, but 
end of our main street stood 


store with eight 20-foot 
that 


changed by any and 


a lat ge 


windows were neglected, 
that 


perhaps six times a 


windows 


windows were 


everybody vear. It so 


happened that my landlord owned the store 


and, when I went down to pay my rent 


shortly before | was to leave town, he casu 
ally mentioned that he would like for me to 


take charge of his windows and said he in 
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& 


tended putting in a display department after 
the war. When I told him the salary that 
[ expected, he didn’t bat an eve and within 
a few days a notice appeared in the local 
paper that I was now connected with Delta 
in the capacity of displa® manager. 

asked time and “What 
are you going to do with those windows 2” 
I didn't 
soft lines) and 


[ was again, 


know, having been connected with 
stores tor. the 
problem, 
Hardware, 


high style 


greater part of 17 years. My 


I found, was no easy one. 
appliances and home furnishings were very 
often difficult to get 
to fill all the windows, 


shown here. 


scarce and it was 
enough merchandise 
three of which are 

I had to dig 
material, vet day by day | 


deep to obtain challenging 


found it more 
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and more interesting to take lines of met 
chandise that the display field so far has 
sorely neglected, and dramatize them. Ad 
please. But 
and I fou 


store. 


hardware, if you 
where you find it 
it in a small town hardware 
Often we look to the 
stores for that one opportunity, when dow 


glamour to 
glamour 1s 
finer and large! 
the street stands a store that we, as displa\ 
men, look at with 
but which in reality is rich in opportunit 
in need of displa 
them on tl 

about y 


more or less contempt 


These stores are badly 
\ll we have to do is to sell 
medium ot advertising. Look 
Maybe the ideal job you've been looking 1 
street, disguised in 


is just down the 


neglected set of windows—another opp 


tunity overlooked. 
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TIMELY SERVICE ¢ 453 BROOME STREET, NEW YORK 13, NEW YORK 
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situation and decided differently—to make 
feminine attributes work in the display de- 
partment. 

\t Boggs & Buhl not only 


Dorothy Vanderpool, a 


is the display 
woman 
four girls. At this 
a problem which 


director, 
but her staff consists of 
writing there hasn't been 
their femininity has kept them from solving. 
In handling successfully all the window and 
Boggs & Buhl and its 
stores, “The Women” 


elaborate win 


interior displays at 


two suburban have 


done construction for many 


dows, (including the intricate free-form 


window pictured here) made plaster casts, 


handled much papier mache work—plus a 


pertinent example of their competence = in 
that they did the 
1944 and plan to do it for 1945. Incidental- 


lv, male display departments might note that 


entire Christmas trim for 
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Boges « Buhl on its first floor has 90 c 
umns, 15 feet high, which have to be scal 

Miss Vanderpool comments on the fa 
that “girls are readily hired by displ 
firms to build the they sell but 
seems they are generally regarded 
being capable of putting them in a wind 


props 


as 1! 


or a Case.” 

Many of the more 
Carnegie Institute of 
Miss Vanderpool is a 
introducing 


pre yeressive scho 


and the Technolog 
ot which graduat 
are steadily more and mo 
technical and mechanical orientation cours 
into their co-ed curricula. 

Making another point for the distaff si 
Miss Vanderpool importa 
of the strict fashion 
Her own wardrobe containing examples 
silhouette, the woman 


observes. the 


sense they eviden 


the new rounded 


N THE DISTAFF SIDE 


By R. F. O'BRIEN, Publicity Director, 
Boggs & Buhl, Pittsburgh 


that a 
women on 1ts 


QR many years the suggestion 


display department hire 


staff was met with emphatic negatives 
by the powers that direct the destimies of re 
tail stores. “They can't carry heavy props” 
‘What good is a display 
a stepladder?” “At 


uur work 1s censtruction 


worker who can't 
least one-halt of 


that 


climb 


let's see 


female handle an & by 10-toot piece ot wall 
board!” “Her water colors may be nice but 
does she know a 2 by 4 trom a brace and 
bit?” Such denials, criticism and questions 


met every woman who showed her sketches 


at display room doors. Display was a field 


lost to women until the war came and took 
with it most of the whole personnel of dis 
Even then many display 
held fast to their 


displaved wartime 


play ce partments 


ind publicity directors 
then 
wares with depleted staffs of 4-F's, 
sters and men over 38 

Boges «& 
ther 


prejudices — and 


young 


Buhl, however, along with some 


stores, mindedly appraised the 


open 
































display is doubly capable of giving her mat 
nequins the newest touches, augmenting t 
suit shown with proper accessories and thus 
giving the display suggestion selling, plus 
\ color sense, unprejudiced and natural, | 
another Vanderpool characteristic attribut 
to the name. | 


SCHSC, 


prefixing her 
combined potent 
a knowledge of its component pa 
obyectis 


“miss” 
with a feeling 
design, 

rhythm, 
quick 


tension and 
deviations tf! 


balance, 
when changes and 
schedule are 
Buhl’s Miss Vanderpool a valuable pers 
She and her feminine assistants do kno 
2 by 4 


well by experience what to do with them 


proposed make Boggs 


from a brace and bit—and_ ki 


—Above is a photograph of Dorothy Vander 
pool, display manager for Boggs & Buhl. . 
Center, one of a bank of six windows using 
abstract forms constructed of wallboard by th 
store's all-girl display staff... . Left, one of six 
windows for a tie-up promotion with ‘Valley 
of Decision’ — 
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McALPIN HOTEL 


New York 


DECEMBER 3 to 8, Inc. 











- THE ADLER-JONES CO. 
Tis SILVESTRI ART MFG. CO. 


plus 





W. L. STENSGAARD & ASSOCIATES 


PROGRESSIVE MERCHANDISE 
PRESENTATION 
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From Pagliacci 


To Die Walkure 


To opera-loving San Franciscans the opening of the 
season this vear was a gala event, and to San Francisco's 
fashion-conscious elite it was the first opportunity to display 
their postwar elegance, proven by the brilliance of the first 
night audience. The Joseph Magnin Company, always alert 
for timely window displays, arranged a series of windows 
celebrating the event. Before backgrounds symbolizing 
Pagliacci, Carmen, Die Walkure, and Salome were shown 
evening gowns and lavish furs. Atlton Bernhard, display 
director of the Joseph Magnin Company stores for many 
vears, has long made opera his hobby, and he was assisted 1 
the development of these windows by Brian Connelly, 19 yea 
old sailor. Bernhard is the winner of the national first prize 
award made during the Fifth War Loan drive, and also took 
honors tor his window display entry during the Sixth Loar 
campaign. 
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The Human-like qualities of Carrata 
Action Mannequins meet your specific 
needs for realism and perfect display 






















> 

th California Made 

oe Mannequins... fr 
= California 

om Merchandise 


Loat 


SANTA BARBARA 





* REPRESENTATIVES 


JACK CAMERON 


2420 RIDGEWAY AVENUE « EVANSTON, ILLINOIS 


LOTHAR F. DITTMAR 


174 CRESTWOOD ROAD « FAIRFIELD, CONN 


1150-1152 SOUTH LOS ANGELES STREET * LOS ANGELES, CALIFORNIA 











DISPLAY 


many 


issue ot 


October 


HI 
WORLD 
good thoughts concerning display 
role in and distribution 
that to me it’s the Number 
hit even if it is the tenth issue of the year 

the trend in display as told by Major 
Pom Lee at the Dazian’s meeting on page 52 


should be read by everyone in every display 


was packed with so 


and 


its future retailing 


One 


of goods 


department from the smallest to the largest 


in every store in America. “Displaying 


\ppliances of Tomorrow,” by C. J. 
on page 29 opens the door to future sales in 


Coward, 
beyond our wildest 
editorials by 

this 
things 


perhaps 
then 


hard lines 


dreams and those 


Stensgaard and Haecker on page 64 


is odd for me to be talking about 


that are a month old, but | con 


am nearly 


vinced these vital articles were somehow 
just taken for granted ... we are all crea- 
tures of habit. so if vou gave the October 


issue a quick going over—go back and read 
it again. 
in that edi 


repeat it 


Bill Stensgaard’s last sentence 
important that I 
“America is ready to invest 


torial 1s so must 


here. He 


more money in display in the next five vears 


Says 


than we saw invested during the last 20 
vears.” 

Carl Haecker’s last sentence I just can't 
pass up here either: “Those who look ahead 


because they plan ahead will be ahead.” 


The average person can commit to memo- 


ry anything if he reads it over at least 20 
times, so if you want to see how good at 
memorizing vou are, those two statements 


by Stensgaard and Haecker are worth learn- 
ing by heart 
Stensgaard further predicts that there will 
enough men equipped with tull ex 
to take of the opportun 


not be 


perience advantage 


itv immediately ahead. Here is something 


to think about and then do something about 


it The next five vears are your vears, and 
vou and I had better start beating the drums 
or get out of the parade and watch it from 
a gas station or a chicken farm along the 


once said the hardest 


let's at least do that 


highway. Someone 
thing to do is to begin; 
before display’s chances slp by forever 

\ new job, a better job, an opportunity to 
position lies in’ the 
Did 
an application tor a job without 
Did sit down and 


vou 


improve your present 


lap of everyone in display today you 


ever write 


i job in sight: you evel 


write out what can do, step by step? 


Did you ever write down what you could 


do it the lid was off your present restrictions 
told Really 
talent 


and you were to go ahead: 


how much have you when. it 


now, 








DISPLAY WORLD 


Think this ever 


By FRANK G. BINGHAM = 











comes to selling yourself to am employer? 
Can you make your story a convincing one 


and back it up with facts? You may say: 
“My displays sell merchandise,” but have 
you photographs of windows with the actual 
sales marked on them resulting from that 


display ? 

If planning is important in our work, cer- 
a little planning on our own future 
Therefore the time 


tainly 
is even more important. 
to develop a good letter of application or a 
set of facts about yourself is before the job 
develops. \fter rewritten this 
letter until it looks and sounds as if a genius 


you have 


days or a 
read _ it 


wrote it, put it away for a few 


and then bring it out and 


Listen to 


week 


aloud. own words and see 
how utterly flat they sound even to your own 
future 


acquired 


your 


ears. Rewrite it, stressing to your 
employer the knowledge vou have 
and tell him 
ness Set it 
days take it up and read it as though vou 


decide if 


how it will increase his busi 
aside again, and in a_efew 


employer; honestly you 
dull Now, 


you are beginning to develop a letter of ap- 


were. the 


would employ such a person. 
plication that may do wonders for you, so 


rewrite it making single word 
count for something toward that better job 
the letter have to hire 
stenographer. Never tell about 


Always get to the center of 


agaln every 


Pype even If 


vou 
a public 
vour troubles. 
the employer's stage and = stay there by 
talking about what you are going to do for 


him, not what vou have been doing for an- 


other merchant he perhaps doesn't know 
or want to know. 
You may never use this letter after vou 


get it perfected, but vou have already bene- 
fited because you have looked into yourself 
and found out a bit how you look to others. 


You will find taults and flaws which can 
always be corrected on paper after vou 
change them in your own character. I know 


who did not have a college 
lost 


concerns because it was a rule to hire 


a displayman 


education and several good jobs with 


large 

only men with college education. To over- 
come this he took courses in adult educa- 
tion, offered by the state university in his 
home city at night. Recently this man's 


application passed through one of these con 
cerns with more praise for going to night 
than going 
university. The 
that he did something about it. 


to regular classes at a 


classes 
important thing here is 

For many vears the display profession has 
been crying for opportunities and now that 
they are getting closer to them, the question 


is: Are we capable of taking them? Do we 
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lack of it? Ho 
for this brig! 


fear our own ability or 
much enthusiasm have we 
future of display that Bill Stensgaard has 
much faith and confidence in? Our abili 
to convince depends greatly on our enthus 
astic approach. Planning ahead makes an 
thing you do more convincing and generat: 
enthusiasm inside of you, so let's do som 
thing about it. By the way, what 
that Stensgaard and Haecker said? 


Was 





Wordisplays: Chandler Myers joins H 


} 


Selman Company, Louisville, as display d 
... he was assistant to Kenneth Du 
can at Davidson's, Atlanta, and prior to tl 
Philadelphia, a1 


rector 


he was with Blauner’s, 
Baich, Price & Co., Brooklyn 
Phils, Atlas and 
Ind. and Chicago, respectively, recently r 
turned from a tour of Northern Indiat 
Public Service Company branches; Atlas 
with the utility 
Schack’s, Inc. 
were the timely excuse to tour the beautitu! 
Charlie 


the ty 


Goldberg, of Hammor1 


firm and Goldberg is wit 

Christmas decoratior 
autumn countryside. Leonat 
that kindly salesman for General 
business 


Display 
Cincinnati, was in show 
York City before stepping out on t! 
.. he likes display al 


inc., 
New 


display selling stage . 


display likes him. Bill Wotterick, 
Garrison - Wagner Company's Chicag 
branch was a newspaper editor before 


started tossing the pages of Garrison's cata 
logue across desk with a big smilk 
proving that editors are human aiter all. . 

Betty Marquardt, of my display department, 
last name into the Pacific at 
Seattle, and became Mrs. Robert Ridpath . 

her husband, a Heutenant, is now in Manila 
and she has returned to Fort Wayne, joining 
Allan Bixby at Wolf & Dessauer in displa 


Bix. Bixhb 


your 


tossed her 


my loss is your gain, 


window 


recently took out the glass of one 

and put in a wire front to display a li 
pony which drew plenty of crowds. 
there’s a good article in the Novembe1 


] 


“American Home” entitled: “Um Just Lox 
haven't figured out 
smarter in the Pollarti 
wife, but according to an unofficial Chicag 
poll Mrs. Pollart 1s leading three to one. 

\. De Pinna Company, New York City, has 
appointed Ogden Salmon as display director 


he ri who is thi 


iamily, Jack ot 


for women’s apparel and accessories 

all readers join me in extending our deepest 
sympathy to R. C. Kash, editor of DISPLAY 
WORLD, in the recent of his mothe: 


Dennis, who will be 18 


loss 
Kash’s son 
November 19, has joined the enlisted rai 
of the army with a request for an Europe 
occupation assignment ... see you in |) 


cember with a big stocking full of names 


and news from coast to coast. 


Delsman Named to Ad Post 
At Frederick & Nelson 


Adrian Delsman, for many 
director for Frederick & Nelson, Seattle, has 


been named acting manager of the advert 


years disp 


ing department. He succeeds Timot 
Goldsborough, resigned. The assistant ¢ 
play manager, Joseph Sjuersen, has be 
made acting head of the display depa 
ment. 
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THAT'LL 


FZ FLOOR 
FF our 
PUBLIC! 


RICH, LUXURIOUS SHEEPSKIN PELTS... 
in diversified shapes and sizes 





... in pure white and appealing pastels. . . 
cut to your specifications, used by 

nations’ finest stores . . . a base of dramatic 
eye-catching beauty on 

which to build prize-winning windows. 


Typical prices: 
24” and 36” animal shapes, 4.50 
18” round shapes . . . White, 3.50 Colors, 4.00 


Prices for other shapes and sizes on request. Sample orders invited. 


Gettsten Rey Co 


276 Fifth Avenue @ New York 1, N. Y. 
MAKERS OF COTTON RUG NOVELTIES AND LARGE SHEEPSKIN SCOTTY DOGS FOR DISPLAY PURPOSES 


We extend a cordial invitation to all visiting display men to visit our showroom where our complete line is on display. 
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Advance Showing 


OF OUR 


















































SPRING LINE 


IN 


NEW YORK «4 CHICAGO 


DECEMBER 2 to 8 i DECEMBER 9 to 14 
HOTEL McALPIN HOTEL LA SALLE 


Earl W. Gasthoff Co. 


DANVILLE, ILLINOIS 
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—The backs of ranges and refrigerators are 
not particularly attractive; in their interior dis- 
play, use wall type divider units, high enough 
to cover the backs of the appliances and still 
leave an open view across the display floor; 
include descriptive signs. . . . ‘Displayed mer- 
chandise must be lighted to levels of intensity 
higher than their surroundings’; the sketch be- 
low shows this theory in practice— 


UTILITY INTERIOR DISPLAY 


(This article is reproduced, with permis- 


American Gas Association 


Ed.) 


from. the 
Bulletin 


sion, 
Display 


HE aim of every displayman should be 


to design good window displays that 


stimulate enough interest in the 
displayed to 


pective customer into the store. 


will 
bring the 
But this is 


merchandise pros- 
only the first phase of his task. 

The second part covers the physical ap- 
floor 
merchandise should be displayed. 
planned floor 
terior displays are of great importance not 


how the 
Correctly 
and in- 


pearance of the display and 


sales arrangements 


only in attracting customers but in helping 


to close the sale 


Plan lighting to make it easier tor your 


customers to see more things in your store 


and to see them more quickly. Purchasers 


will make fewer mistakes in selection or in 
and in 


making comparti- 


qualities 


judging 
















Therefore, they will be more satisfied 
their and make fewer re- 


sons. 
with purchases 
turns. 

Blend incandescent and fluorescent light- 
ing to give a new three dimensional atmos- 
First you should have a high level 
illumination. The 
the entrance should be brightest so as to 
lessen the sudden change from daylight. The 
picture have _ fol- 
lowed this practice for some time. 

To stimulate the desire to buy, displayed 
merchandise must be lighted to levels of in- 
than its 
accomplished 


phere. 


of general area nearest 


modern motion theaters 


tensity higher surroundings. This 


can be through the use. of 
spotlights that will accent the featured ap- 
An arrangement such as this will 
add variety and interest to your store's ap- 


pliances. 


pearance. 
Customer circulation is a prerequisite of 
plan 

flow 


Therefore, 
will 


your 
freely 


store 


that 


design 


floor 


good 


traffic 


aisles SO 








































past as many of the departments as possible 

Since people will follow the widest aisle 
first, department, wrapping 
counters and cashier's cages in the rear of 
the sales floor or along the narrowest aisles 
This will route customers past the display 


place service 


tables and appliances that are off the main 
trathc lane. 

Wide-open spaces sell no goods, so_ use 
This 


type of layout will keep shoppers close to the 


road blocks or island display units. 


merchandise. 

Plan each department so that it will stop 
trathc. Feature an appliance in each group 
so as to give the customer a place to start 
Add other appliances of the sam 
these groups so that 
shoppers can make comparisons. Customers 


looking. 
or related types to 
must compare in order to choose and buy 

Feature a “New Freedom Kitchen” 
and a utility room. Pay particular attention 
to details and accessories that added 
to. these will them a homey 
realistic and glamorous You 
find that the) 
show appliances in their correct setting and 
relative 
multiple applhance sales. 


Gas 


when 
rooms give 
appearance. 
model because 


will rooms, 


groupings, are good sources ot 

Do away with dead spots or “bottlenecks 
where customers turn around and leave. It 
to get them int 
them 


costs your company money 


the store—see 1f you can't have spend 


their money before they leave 


Smartly stvled commercial interiors at 
neither ditheult) nor expensive to achies 
and they pay big dividends. But to b 


practical, the display units and = materia 


used to “dress-up” your sales floor must 
serviceable, durable and easy to keep clea: 
The trend is toward more color and dee} 
er tones but be sure to keep the ceilings 
light) tor efficient 


Choose a harmonious basic color scheme 


indirect illuminati 


decoration of floor, walls and ceiling. Th 
select contrasting colors or hues for. tre 
ment of the feature display pieces. 

Pick your colors for the effect you want 
They can 


to create. impress your pub 


either favorably or untavorably. 


Get rid of the old tashioned high counters 
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MADISONIA 





announces 





COAST 10 COAST 


MANIKIN REFINISHING 
ON YOUR STORE PREMISES 
BY OUR SKILLED CRAFTSMEN 


SPRING SCHEDULE NOW BEING PLANNED - WRITE FOR COMPLETE DETAILS 


FLORENCE and 
GILBERT LAURENCE 
104 WEST 25 ST..N.Y.C.1 1 


‘America’s Largest Manikin Refinishers 














W beds nsur-- 
fer Sprung 


Ask Dazian's; our new lines of fabrics, 
props, flowers and display accessories will 
help to answer your display problems— 
meet your most exciting demands. Your 
name on our mailing list will assure your 
receiving samples of the latest fabrics 
as well as news of creations and materials 


which are helpful and inspiring. 





DAZIAN’S, INC. 


222 NO. MICHIGAN AVE., CHICAGO 1, ILL. 






























DISPL 











methods. |. Closed back display window. II. Diorama shadowbox 


V. Utility room, featuring laundry stove, clothes dryer, etc. VI. Flex 


and enclosed cases. They guard against can be demonstr 


Make the merchandise accessible so that stimulate buying 


[2 


—Model display floor plan designed to supplement modern merchandising 


posters or built-in displays. Ill. "New Freedom Gas Kitchen''—a com- 
bined window and floor display. IV. Hostess, sales representative, etc. water heater. XIl. Wrapping counter. XIII. Customer service depart 


ible 
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for Vill. Nutrition and 


ated with ease and. speed. 
theft, but they guard against buying as well These accessible, live appliances will 
Shoppers will leave your 


the customer may closely examine it. Fea store with more goods than they expected 
ture applhances that are alive so that the to buy when they came in. 

shopper can see, feel and operate them. This When making your plans for display floor 
vill give them a feeling of ownership which — face-lifting, remember that the merchandise 
is a long step toward the completion of the comes first. Backgrounds and aisle-dividers 
sal should have simple lines that will not divert 

Descriptive signs containing full informa interest from the appliances displaved 

tion including prices are necessary for this Interior feature displays and _ fixtures 
tvpe of merchandising. Correctly located = should be designed so as to give a natural 
gas, electric, sewer and water connections — setting for the merchandise. The back 
must be provided so that featured appliances = ground panels should simulate a part ot 


cS 








et <P LOC ee ee |! 


for REFRIGERATION - COOKING - WATER HEATING 





table unit displaying traffic appliances. VII. Refrigeration department 


canning booth. IX. Gas range displays. X. Liv: 


appliance demonstration. XI. Water heating department, with featured 


ment. XIV. Cashier cage— 


kitchen, laundry or other location in a hon 
where the appliance would be used. Spac: 
should be provided for descriptive cara 
and posters. 

The backs of ranges and refrigerators a1 
unsightly; they should have wall divide: 
high enough to cover them but low enoug 
to leave an open view across the displa 
floor. 

Display works for the store every moment 
of the shopping day. Therefore, it is esse1 
tial that no time or expense should be spare 
when making plans for sales floor moderni 
zation 


—Feature display backgrounds should supply a natural setting for the merchandise. Appliances should be ‘alive’ so their operation can be demonstrated— 
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MOTION bor curisTMAs! 


Each of these displays is animated by Gregory Motor No. 25. It is 
silent and inexpensive, costing about nine cents per month to operate. 
Due to scarcity of material we are somewhat limited in quantity, 
therefore please place your orders early. 





Beautifully printed in seven colors; size 33" x 48", 434" deep. Strongly con- 
structed in shadow-box frame. Animation: The deer gallop and Santa waves 


his arm. Cost for this display, $25.00 each, f.o.b. Brooklyn. 





Size 26" wide x 41"' high, printed in 
seven colors. Animation: Santa wags 
his head and waves his arm. Cost for 
this display, $20.00 each, f.o.b. Brooklyn. 


GREGORY MOTORS, inc. 


320 BRIDGE ST. BROOKLYN I, N. Y. 




















Shiny as a Soldier’s Shoes---Slick as a Duck’s Back! 


-— THAT’S PHANEROL 


Our chemist Says: It's a blend of synthetic resins dissolved in a mixture of 
solvents to form a colorless, waterclear, transparent lacquer or laminated solution. 








We both Say: It's an invaluable water resistent finish in any shop or studio for 
coating, by spray or brush, labels, price tickets, posters—or what have you that you 
want laminated with a clear flexible film that dries quickly? 


WE THINK YOU'LL SAY So) TOO---When you have sent 
FREE SAMPLE 


Packed only in gallon jugs at $7.50 each f.o.b. Malden 
FINE CHEMICALS DIVISION 


IVANO 
166-184 COMMERCIAL ST. 

MALDEN 48, MASS. 

Telephone Malden 7103 
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Hat Promotion, California Style 


By WARDELL F. TIFFANY 
Smiths, Oakland 


ACK in California’s earlier days ot 

rugged, booted and bewhiskered men 

uninhibited by Victorian standards. 
William Smith set up a clothing store in the 
little community lying in the eastern shad 
ows of California’s Golden Gate. That was 
in the year 1886. Down through the years, 
that litthe community has grown into the 
modern Pacific coast metropolis of Oak 
land, and Smith's little haberdashery at 12th 
and Washington streets is known today as 
the largest men’s and boys’ store west of 
Chicago. Also during those 69 drama 
laden years, Smiths (spelled today without 
the apostrophe) has had many successful 
promotions in all departments. However, 
one of the firm’s most outstanding hat pro 
motions took place this fall. 

When the hat promotion was first dis 
cussed by store executives it seemed too un 
timely due to manufacturers’ shortages, 
shipping conditions and general all-’round 
merchandising problems. However, Alex 
Calhoun, in charge of the hat department, 
assured everyone it could be made suc- 
cessful. His confidence and assurance that 
stocks could be built up for all-out promo- 
tion encouraged co-workers to go ahead. 

Plans called tor the appropriation of 350 
hats for 10 large window displays. Three 
hundred and fifty hats 1s a large number to 
have in the store, and to put that many in 
the windows was really something to excite 


—Three hundred and fifty hats went into the 
windows of Smiths for the store's fall promotion 
on this merchandise. Jesse Smith, head of the 
firm, says: ''We felt the complete effect of this 
strong promotion of nationally-advertised hats 
would carry over for many months. Results to 
date are bearing out our prediction’ — 





apparel merchandising experts. As a resul 
of the fine relations existing between Smith 
and hat manutacturers, the required numby 
for display and stock purposes was deliy 
ered. 

Smiths’ display department designed 
simple fenece-like rack which displayed thi 
hats in rows, as the photographs show. Th 
windows had a blue background, cocoa 
colored flooring, and bronze metal strips a 
decorative fixtures to hold natural cattail 
against a California redwood panel. In th 
large window facing Washington. street, 
beautiful hand-carved facsimile of an oa! 
tree put added spirit into the dramatic set 
ting. Judicious use of brilliant fall tic 
contributed to the colorful decor. 

“Look Fall-ward to Smarter Clothes” was 
the selling message of window cards. Cut 
out letters on top of each display rack gav: 
added emphasis to specific brands. Choco 
late-colored lettering on  orange-colored 
streamers near the front of the windows 
carried the message, “Smiths Fall Hat Pre 
view’ to identify the occasion. For added 
eye-appeal, each display unit had a beauti 
ful, full-colored photo of an airliner in flight: 
immediately above these photographs were 
window cards with a headline, “Winging to 
Fame,’ and copy detailing the best features 
and qualities of each brand name. 

A flood of hat sales resulted from thes: 
effective window displays. California's 
leading displaymen acknowledged Smiths 
fall hat promotion windows were among th« 
finest ever done in the state. Letters and 
phone calls from customers attested to the 
general interest stirred up. The windows 
were so dominating that one customer called 
Smiths and asked if the firm had discon 

[Continued on page 83) 
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Waverly Showrooms 
To Have Innovations 

Waverly Fabrics, a division ot F. Schu- 
macher & Co., has engaged Robert Heller 
\ssociates, Inc., 2 West 46th street, New 
York City, to redesign the firm’s New York 
showrooms, which occupy the entire 10th 
floor ot the Schumacher building. Heller 
states that the lay-out will encompass new 
conveniences for visiting buyers, and_ that 
the plan will utilize the latest innovations 
in design, lighting and display. 

Two outstanding features which Heller is 
introducing will be individualized private 
sample rooms, as well as a model show 
window in which display treatments wil! 
be shown in a series of unusually arranged 
fabric displays in room settings. 

Special emphasis will be placed on the 
illumination of the show rooms. The gen- 
eral lighting throughout will be of a new 
combination of fluorescent tubes by means 
of which all color distortion 1s eliminated 
Displays will be high-lighted with incan- 
descent spots. 


Former Displayman 
Has Japan Station 

First Lt. Carr G. Blake, Montgomery 
\la.. has been assigned to the Quarter- 
master Section otf X Corps, part of Gen 
Walter Krueger's Sixth Army in Japan. 

Prior to his entry into the service in Janu- 
ary, 1943, he was display and advertising 
manager for Montgomery Fair Department 
Store, Montgomery, Ala. 

Lt. Blake, who won the Bronze Star 
medal for meritorious service in connection 
with military operations against the enemy 
in New Guinea, served as depot officer at 
Oro Bay and Finschhaten, and later at 
Noemfoor island, Dutch East Indies, before 
going to Japan. 


Moore Now With 
Franklin Simon 

J. Moore is now in charge of interior dis- 
play at Franklin Simon, New York City, 
succeeding Henry Gray. Moore was torm- 
erly with L. Bamberger & Co., Newark. 

The appointment of J. Venza, who had 
been with Mandel Brothers, Chicago, as as- 
sistant to Winston Jones, Franklin Simon's 
window display manager, has also been an- 
nounced. 








COMING UP! 


Thanksgiving Day—November 22. 

National Prosperity Week—November 
26-December 2. 

Christmas Seal Campaign—November 
26-December 25. 

Anniversary, Attack on Pearl Harbor 
(1941)—December 7. 

Anniversary, American Declaration of 
War on Japan (1941)—December 8. 

International Golden Rule Week— 
December 9-16. 

Bill of Rights Day—December 15. 

Pan American Aviation Day—Decem- 
ber 17. 

Christmas Day—December 25. 

New Year’s Day—January 1. 
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DRUG STORE DISPLAY 


... ANEW 


By WILLIAM McMAHON, 
Glaser Drug Company, St. Louis 


ANGLE 


McMahon contends that most drug stores do not get the most out of their 
displays, but that this condition can be remedied simply and with 
His recommendations are discussed in the article below. 


relative ease. 


KING in the drug store end of display, 
I am naturally interested in seeing dis- 
play brought to the front in that field 
just as it is in practically every other known 
merchandise line 
For some unknown reason, the rules of 
advertising and display which are the life 
blood of the department stores, shoe stores, 
jewelry stores and even candy stores, do not 
seem to apply to the drug trade. Except in 
very isolated cases, the druggist seems con- 
tent to let someone come in and merchandise 
his windows with whatever they see fit, with 
lithographed posters, ete., and using the 
most valuable space in the entire store—in 
many cases for a carton or so of cigarettes 
or some like amount of merchandise. Please 
understand me, | have not the desire to take 
away from the many effective displays 
which the service companies are able to in- 
stall: it is never the fault of the installa- 
tion end; it is that of the druggist, whose 
place it is to say what shall go into the 


windows. Then the service companies and 
the national advertisers which they repre 


Address during the eight-week display course 
sponsored by the St. Louts Board of Education 
ind the St Louis D splay Guild 











sent could install windows that would be a 
credit and a means of profit to the druggist. 

There is probably no explanation for this 
lethargy on the part of the drug store own- 
er, but if there is I sincerely hope that we 
may bring it out in the clinical discussion 
which will follow this meeting. The gen- 
tlemen who have kindly offered to appear 
on this program with me tonight represent 
different promotional types than that which 
we employ at Glaser’s, but types that are 
definitely sound. There are times and lo- 
cations where so-called mass displays are 
essential and when properly handled, as they 
are by Guy Bryant, of the Walgreen Com- 
pany, who is on my right, it can be a very 
fine, finished window. Logston, of the Katz 
Drug Company, has still another style which 
takes a center of the road course between 
mass display and the use of very little mer- 
chandise, as is aptly shown in the shadow- 
box display which he has arranged tor Len- 
theric colognes. Mass displays present 
much more of a problem for the display- 
man than the so-called unit displays which 
we employ in our stores. 

The small shadowkox windows which we 
use came into being as a war measure. 
This is how it happened: merchandise was 
becoming very scarce, and dummies had dis- 
appeared completely from the scene. As 
you are no doubt aware, the possibility of 
breakage in perfumes from the sun's rays 
is very great, and we were taking quite a 
loss in broken merchandise. At this time 
we worked out the first set of shadowbox 
windows and they were installed in the six 
windows in our store at Delmar and North 
and South 

Our customers began to comment on these 
windows and to mention the fact that they 
did not look like drug store displays. That 
was exactly the idea that we wished to 
convey, together with the further implication 
that within the store we also had Lily Dache, 
Schiaparelli, King’s Men, Lucien Lelong, 
Lentheric, Faberge and dozens of other high- 
priced, high-quality cosmetic items, sup- 
posedly obtainable only in the down town 
department stores 


The suceess of these first windows 










—Shadowbox displays of the type pictured 
here (used in the demonstration during the St. 
Louis Board of Education course in display) 
have been found to have many advantages, 
according to McMchon— 


1 


prompted us to go to the expense, and 
was quite costly when applied to our 
windows in the chain, of building thi 
shadowbox windows for our seven. stor 
Originally there were 43 windows in tl! 
seven stores, but when broken up into 4-foot 
boxes we found we had 76. 

This would seem to defeat the purpos« 
cutting down on display merchandise, 


exactly the opposite happened, as we begat 
to dramatize these little units with all sorts 
of props, ranging from wood-carved acri 
bats swinging from a trapeze to represent 
Dad in the spotlight for Father's day, t 
papier mache seals and elephants for tos 
windows. We purchased a number of halt 
mannequins identical with those used in the 
department stores, excepting that due to thi 
lack of height in our windows we used onl) 
the half and put a low fence or brick wall or 
spun glass cloud in front of the figure to 
conceal the fact that the lower half was 
missing. 

In such a glamorous setting, one bottl 
ot Lily 
merchandise, and the psychological effect on 
the customer 
store was a bottle of perfume that she 


Dache “Drifting” was sufficient 


realizing that here, at a drug 
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thought was available only down town—aided 
cosmetic departments immensely and 
nediate gains were felt in sales. 
or some two years now, we in the dis- 
p department have merchandised the 
idows and with very few exceptions the 
windows have been devoted to prescriptions 
and cosmetics. We of course run institu- 
tional windows, too, and our display tacili- 
ties are always at the call of any national 
or local charity drive. Once a year we 
devote our entire window space to prescrip 
tions as we did last January when we bor 
rowed mortars and pestles, many quite an 
cient, from the famous collection of the 
Mever Brothers Drug Company, and by the 
use of parchment scrolls depicted the his- 
tory ot pharmacy from its inception up to 
the day of the famous sulfa drugs and peni 
cillin 

We have been asked countless times by 
many druggists this one question: “Does the 
type of display you use—and the large 
amount of money which you must spend to 
achieve these effects—justify itself in the 
cash register?” I would like to answer this 
question by relating an incident which oc- 
curred while we were in New York this 
summer on a buying trip. In the course ot 
our calls on cosmetic houses we called on 
one where we were mistaken tor the buyer 
for our stores, rather than the displayman 
This was finally straightened out and we 
were taken to the display director for the 
firm. While talking to him relative to re 
ceiving any advertising and display matte! 
which the firm might have available, the 
person to whom we had first been intro- 
duced entered the room and said, “Give Mr. 
McMahon anything and everything we have 
in display materials; the Glaser sales of our 
product have increased 400 per cent in the 
last two vears.” I believe that answers the 
question. 

It is my contention that drug stores are 
missing the profit boat and missing it badly 
Good display improves your store and_ the 
impression it makes on your customers, and 
the natural results are more sales and more 
profits. 

(At this time during the evening Guy Bry- 
ant, of Walgreen's prepared an example win 
dow display tor the class, using the mass dis 
play type emploved by his stores. He had 
plaques prepared in advance. Following this 
demonstration, McMahon called for questions 
trom the class. A typical question and the 
manner in which it was answered follows.) 

Question: Mr. Bryant, my store is small 
Many of the items which you display. in 
your windows I must sell at the regular ad- 
vertised prices because I can not afford to 
sell them at cut-rate as do the big. stores, 
and therefore it would do me no good, 
rather harm, to display those items in) my 
Windows \s to Mr. MeMahon, I could not 


attord a man like him or a svstem like his 


With my one store. What kind of merchan- 
dise would you suggest I use, and what sys 
ten: of display would be best for me? 


nswer: There are probably many small 
items which you sell in your store that you 
Cai) use on plaques such as I have done 
here. This type of display is adaptable to 
almost anv type of merchandise 


[Continued on page XO] 
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Where sunburn really hurts 





When a glaring sun strikes at profits—that hurts! Protect 
your window displays from strong sunrays and keep mer- 
chandise saleable with Transparent Sun-Absorption Shades. 
Unlike shabby awnings and canvas strips that hide displays, 
Transparent Shades keep windows attractive. Merchandise is 


always completely visible to buying eyes. 


Write today for descriptive 


nee sample swatches and Transparent 
»stimates. Shade Company 


501 North Figueroa Street 
Los Angeles 12, California 
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By De SAULT  naiieenmniieemie 








—Store columns usually are rather in 
the way and not particularly attract- 
ive, let alone functional from a sell- 
ing standpoint. The sketches shown 
here illustrate how these objections 
can be overcome. For example, the 
drawing at the immediate right shows 
the columns as the foundation for a 
worthwhile display of fabrics such as 
dress goods, upholstery and drapery 
fabrics, and so on. The draping bars 
are fastened several inches from the 
post— 





—A novel use of circles in shelf form. 
—Here is illustrated a simple method of putting The circles are cut from plywood and the 
shelves around a post. Cross bars are fastened half-circles are affixed to them before 
to the column, after which shelves are arranged the units are attached to the post. An 
in place as pictured. For a more attractive out of the ordinary color scheme could 
effect, the cross bars are cut in a scroll design be had by painting each circle a dif- 
and have a natural wood finish such as maple; ferent pastel tint— 
they can then be painted with peasant designs 
or decorated with decalcomania in appropriate 

subjects— 


—This is a sugges- 
tion for a set of 
shelves where the 
post is enclosed by a 
long table. With a 
layout of this type, 
the column becomes 
so much a part of 
the display fixture 
that customers are 
not even conscious 
that the post exists— 
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We’re Glad to Help! 


During these trying days when it's so difficult to get 
what vou want when you want it... we're glad to help. 
Feel free to consult us about your display problems. — If 
its not in our big stock... we'll do our utmost to locate 


it for vou, 


\ full line of fine display fabries and aeces- 


sories always on hand. — Inquiries welcomed. 


Li, bay Fabrics cntl Cbecessortes 
a i 


WEST 47% STREET, NEW YORK 19, N.Y. 











Hexco LUCITE 
DISPLAYERS 


FOR MAXIMUM 
SHOE DISPLAY ALLURE! 
To enhance the eye-appeal of your qual- 
ity shoe merchandise . . . use w/tra-smart 
displayers of Hexco Lucite. 
All Highly Polished and Buffed Edges 
Hexco LUCITE Prices 
8", 12° or 16" Shoe Stands 
Midget Shoe Stands 
Hand-Bag Easels 
9° Hosiery Stands 
18” Hosiery Stands 
Write TODAY for “HECHT'S Glamorous Glass” 
l 


Ysplaver Circular 


HECHT FIXTURE CO. 


Since 1892 
212 So. FRANKLIN STREET « CHICAGO 6, ILL. 


each $ 5.95 
perdozea 21.00 
perdozen 7.50 

each 3.95 


each 




















6 
SIDE VIEW 


“Papier Mache’ Men’s, Women’s, and Children’s 
Forms made by hand by experienced Mannequin 
Manufacturers. Finished in Papier Mache or Man- 
nequin composition. Price list and description sent 
on request. 


NATIONAL ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illinois 
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ODA News Notes 


By C. H. FADEM 
Secretary, Cleveland 


S we approach the final phase of War 
A Bond selling through window display 
promotions, we at the Ohio Display 
\ssociation office feel it is a matter of indi- 
vidual as well as community pride that should 
induce us to strain to the breaking point in 
our effort to the the 
\ ictory Bond drive. 


insure success ot 


Loan 


The ODA has 60 display committee chair- 
men backing up this final drive. This com- 
mittee over the past four years has done a 
Each and every man _ has 
support. Each and every 
display up another rung 


magnificent job. 
tullest 
helped 


given his 


man has 
of the ladder of success. 

displaymen of Ohio: Take a 
your Victory window 
display and send it to C. H. Fadem, secre 
Ohio Display Association, 1708 Payne 
entry in the ODA 
contest. No entry 


\ttention 
photograph of Loan 
tary, 
avenue, 
\nnual 
blanks 


Cleveland, tor 


\ward display 


needed 


In our September column in DISPLAY 
WORLD, we wrote about the Ohio Display 
\ssociation monthly educational 
be mailed to a select list of display people 
in Ohio. The inquiries that have been com- 
ing in almost daily are very gratifying, and 
we are happy to state that just as soon as 
the first series is off the press, we shall get 


articles to 


them on their way. 


In these articles of educational 
cance, interested display people will find con- 
that will offer an influx 
of display knowledge and help. to 
many of display’s perplexing problems. 

We 
displayman among our big, happy family of 
display We 


progressive and forward-looking people who 


signifi- 
structive material 
solve 


sincerely want to number every Ohio 


people. want you to become 
are constantly moving to new victories, new 
and better achievements, larger possessions, 
more power and influence, better friendships 
and, most of all, the things and conditions 
that make life for display people comforta- 


ble 


no charge 


If you want this service, it is yours at 
Just write us. 

\t the ODA headquarters action is spelled 
in capital letters and so it goes throughout 
its official staff 
interest of the ODA read as follows: Maury 
L.. Sultan, display director for the Union 
Company, Columbus; H. C. Walker, Walker 
Studios, Findlay, and Grant Orbin, 
director “for Stern-Mann Company, 
elected to the di- 
Zettle, display director for the 
M. O'Neill Akron, elected to 
third vice-president; W. B. Werner, display 
director for the Lion Store, Toledo, elected 
to second vice-president, and Jack Zealor, 
display director, The Fries & Schuele Com- 
pany, Cleveland, elected to treasurer. 


Changes made in the best 


Display 
display 
Canton, board. of 


rectors ; J J 


Were 


Company, 


Lloyd Jensvold, a former member of the 
International Association of Display board 
a member of the ODA. 
with the Seiberling 


of directors, 1s now 


In his new. position 
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Rubber Akron, Lloyd will f 
while on his travels many opportunities 
put in a few licks for display. The Cle 
land Display Guild members will have 


Company, 


pleasure of listening to him at their m 
luncheon meeting November 15 at the Hi: 
Carter. 

Karl FE. Wise, the Un 
Company, Columbus, is now at the F. & 
Lazarus Company. 


formerly with 


Irwin Leffler, display director at The H 
bee Company, Cleveland, resigned to ent 
the display manutacturing business. 

Frederich B. Sage, display director tor 
La Salle & Koch Company, Toledo, is n 
construction manager. 


the F. & R. Laza: 
Company, was promoted from the drap 


department to the display department. 


Charles Owens at 


Charlotte Thomas, Cleveland, the 
who refinishes mannequins of all kinds, 
going to do a demonstration at the Clevela: 


Display Guild educational. meeting. 


Francis Haynes, Wm. Taylor's Sons Cor 
pany, Cleveland, is back in civvies and ba 
on his job after three and a half vears 
Many medals bedeck 


overseas service. 


uniform. 


RK. 
plays, Cleveland, 
rector for The Higbee Company, is back ot 
the job pinch-hitting until the new disp! 
director is named. 


Marimon, president of DeVorn 1: 


and former display 


Kenneth Liggett, display director tor The 
Eaton Manufacturing Company, Clevelat 
resigned to take up his new duties as art 
director for the Seiberling Rubber Company 
Akron. 

Kenneth Hildreth, display for | 
N. Adam Company, Buffalo, Cle 
land recently. He is exnecting the stork to 
play Santa. Kenneth Canton’s 
top displayman when he was with the Ster 
& Mann Company. 


M. I. 


director 
visited 


used to be 


Rappaport, of Rappaport Studios 
Cleveland, that 18 
have been the 
prenticeship school training program. 


returned G. [.s 
Veterans Ap 
7 1 e 


courses cover display work, sign and show 


reports 
enrolled in 


card writing, etc. 

C. H. Fadem has already placed eight r 
turned servicemen in display jobs that offer 
excellent advancement. 

Maurv L. Sultan. The 
Columbus. is) out hustling 
for the ODA and, by the 
good-looking photographs in our annual 


Union Compat 


new membet 
way, he enter 


play contest. 
H. C. Walker, Findlay, is quite happy t! 


he is now a member of the board ot 
rectors. 
The 


up Victory 
best Victory Loan windows in Cleveland 


retail merchants have 


Bonds as prize awards for 


Cleveland 


Lothar F. Dittmar, eastern representative 
for Carrata mannequins, writes in that li 
wants to know everything that goes with t! 
ODA. Dittmar was president of the first 
ODA organization back in the days of 1°22 
he was with the National Regi-ter 
Company, Dayton, at that time 


Cash 





To show merchandise in the best light— display it on 


m= PLE TOLS 


J 
a of PLexicLas are made in a wide variety of unusual, artistic 
designs. This ren:arkable transparent plastic is so easily formed in 
graceful curves and patterns .. . fixture designers are constantly devis 


ing new and interesting models. 


Ss 


Don't be deceived by the airy transparency, the feather-lightness 


of PLEXIGLAS . . . it is strong and sturdy. Shatterproof, too . . . and so 

' ‘ @ Accessory Displa er of heavy 

easy to keep clean and sparkling. What's more, there's no danger of gauge, flat PLEXIGLAS artistically 
- © designed to display gloves, scarfs, 

‘ a f. ° hosiery, etc. An excellent setting 

O § ge Pile GOO 5 
rust or tarn1 h to damage fragile g ds. for jewelry, too. Designed and 
made by Steiner Manufacturing 
— , ‘ F Company. On sale at Jas. B. Wil- 

Write us for the names of suppliers. outa hen. Mek Waa een 


PLEXICLAS tra ’ » Reg. U.S. Pat. Off. 


ROHM & HAAS CUMFANY fi 


——— 


WASHINCTON SQUARE, PHILADELPHIA 5, PA. 


Manufacturers of Chemicals including Plastics . . . Synthetic Insecticides. . . Fungicides... Enzymes. . . Chemicals for the Leather, Textile, Enamelware, Rubber and other industries 
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creme nannies 


fakiy 


“SEALED BRILLIANC E” 


PATENT APPLIED FOR 


HB obco}blep oMnlos (-1 (1M) of -Lealod MB CoteetboLoeC-to Mere) elit artery o MG olete 
ent applied for), these beautiful mirrors are many times 
as strong and can be several times as THIN as ordi- 
nary mirrors. The result is unusual brilliance of image, 
“feather’’ weight and high resistance to shocks and 
ros do Cola} ole Mam Mol -MMM-)1h'd-) d-To MMM100 0 (0 (ol-Pennto) ol A alo Ob ido Col sloye Me) Mote! 
inch away from the FIRST surface of glass—is SEALED 
between glass and plastic and is unaffected by salt air 
ro) ai ode) 0) Coles Mod bbe elon (- Mabe) betes (MN oy ao (oh¥l o) (205 (0 Col-To MB eelha de) d-MRotd-) 
yo aiZe et Kodo) (-MeboMhdel- Mite t eel -M lob lol-¢el-t--Pms ol-Lepbotebbole med Moy el-MC-yelde! 
of an inch (.100"’). 


Here is your TOP VALUE in quality mirrors—for hand- 
bag or boudoir, automobiles, public carriers, gift boxes, 
shaving sets, picture frames, wall mirrors, furniture, etc. 


Resilvering is eliminated, as SAFETEE MIRRORS are 


permanently sealed and the image remains sharp and 


rPLASTIC brilliant. 
* * * 


Full particulars on sizes and prices sent promptly on 


request. 








NN 


SEALED-IN- 


oie PHILADELPHIA 44, PA. 
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GENUINE SrauctUe nt BENDS ORIGINAL 


TEMPERED MASONITE 


For Modern Remodeling aud a Coustractiou 


In Stock ‘4 bi 

Available y Send for 
Immediate 
Shipment 


Catalogue 
Blueprinting 





Seventeen 





Basic Designs 


Available 





DESIGN 
1-24 


Frame Within a Frame Treatment Created by 
THE GREAT WARDROBE, SANTA BARBARA, CALIFORNIA 








Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate 
rial for creating outstanding treatments for smart, modern window backgrounds, interior and 
remodeling construction. They are flexible . .. easy to cut . . construct .. finish and install 

. Quickly interchangeable to meet daily or seasonal requirements Seventeen basic shapes, 
, be ae available in 8 foot and 12 foot lengths . .. Any height ... any shape. . any size area 
A POPULAR VESiGN can economically be treated. They are designed to meet the requirements of modern construction 
WITH HUNDREDS OF for store interior, backgrounds, equipment and display, new construction, remodeling Time tested 

able... r eae Oo y pr: al... affording almos limited opportunities 

PRACTICAL USES. . . . durable modern_ extremels practical . affording a most unlimite 1 opy au DESIGNS AVAILABLE 


for creating outstanding effects . . . at low cost. They are in stock, available for immediate 
shipment. Plan your needs ... Place your order now! 








DISTRIBUTED EXCLUSIVELY BY 


W. L. Stensgaard and Associates, 346 North Justine Street, Chicago 7, Illinois 








WALL BOARD 
TUBES 


ARE AGAIN AVAILABLE IN 
QUANTITY ORDERS 


Full tubes come in the following standard lengths only. For orders 
less than $3.00 there is an additional Handling Charge. 





Diameters " a S 4" 6 8" De 7 

Lengths 

3 feet $0.20 $ .25 $ .35 $ .50 $ .60 $ .85 $1.05 $1.30 $1.55 $1.80 
44 feet 30 40 55 .£80 95 1.25 1.65 2.00 2.35 2.65 
6 feet 35 50 .70 1.00 1.20 1.70 2.10 2.60 3:10 3.60 
9 feet 55 .75 1.10 1.50 1.90 2.50 3.25 4.00 4.65 5.25 
2 feet 75 1.00 1.50 2.00 2.50 3.40 4.30 5.30 6.20 7.25 


Use Half Tubes For Backgrounds 
And General Display 


Cut in half lengthwise tubes: |'' to 6", 35c—8" to 16%". 50c. 
See Your Nearest Dealer 


THE MUTUAL DISPLAY MFG. CO. or Write Us Direct 


‘101 POWER AVENUE CLEVELAND 14, OHIO ALL PRICES F. O. B. CLEVELAND, OHIO 
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Another Step Forward 
For Display 

Elsewhere in this issue is a lengthy article 
detail the 
newly 


formal 
Visual 
chandising Laboratories of the 
Tire & \kron. A consid 
erable amount of space has been devoted to 


deseribing in press pre 


Mer 


( roody Cal 


view of the completed 


Rubber Company, 


this one subsect, and justifiably so; the event 


is one of the most significant in display’s 


entire history 


Here is one ot the world’s biggest com 


panies, respected for its products and ad 


mired for its merchandising ability—and 


that 
made up of all the 


company considers display (which = ts 


visual factors in selling) 
so vitally important in its distribution 
that it 


planning and display department of 43 indi 


pro 


gram has built up a special store 
viduals and has devoted thousands of dollars 
feet of floor 
Merchandising Laboratories — de 


\nd 


and research necessary tot 


and 20,000 square space to the 
Visual 
scribed in_ the 


article this is not to 


mention the time 
both thes¢ 
present point 
To this 
from 


departments to be developed to 


thei 


press pre-view came writers and 


editors many tamous public ations 


chiefly from those of the business world, al 


though a number of important newspapers 


were represented Phev came because the 


step forward taken by Goodyear in visual 


merchandising, which is to say display, 
means a new and large-scale development in 


\nd 


heard Goodvear’s chairman of the board, its 


selling. these press representatives 


president, and other top executives tell of 
in the part of display in 
chandising and thet that it 
a part of distribution 


their beliet met 


conviction must 


be as much as selling 


and advertising themselves. 


This meeting indicated, too, the value of 


DISPLAY WORLD 


a scientific approach in getting the most out 
The Visual Mer- 


Laboratories is based on actual 


of display. set-up of the 
chandising 
experimentation and testing to find the best 
merchandise to Goodyear 
The 


theories were tested in the field and known 


way of showing 


customers, via the dealer's store. 
results were at hand for analysis and evalu- 
any theory was adopted. 

why 
individual 


ation before 


There is no reason other organiza- 


tions, such as retail stores, can 
as regards their own visual 
merchandising And 
tablished retail stores will be slow to adopt 


such research, other companies are already 


not follow suit 


methods. although es 


busy on their own programs; for example, 


several well known national advertisers are 
to visit Goodyear in the near future to see 
what they can learn from Goodyear’s fait 
accompli. 

The 
had another fact driven home repeatedly 


press representatives at the pre-view 


that display is not just window or interior 
presentations of merchandise, or both; it is 
made up of clements ranging from the ap- 
itself or the 
identification 
sign on the store front, with a dozen other 
Not them 
be neglected without hurting the remainder. 

\nd, finally, it seems an opportune time to 
point out the opportunities for displaymen 


pearance of the merchandise 


package containing it, to. the 


factors in between. one ot can 


in national advertiser display. As more and 
more big companies come to appreciate the 
need for display in 
their distribution programs, more and more 
receive tempting 
offers and a chance to prove themselves in a 
But those 
men and women must realize to the full dis- 


planned, coordinated 


qualified displaymen_ will 


relatively new and broader field. 
play's heritage in selling, and they must be 


able to think 
merchandising 


in terms of complete visual 
. not just in terms of win- 
interiors. 


dow Ss and 


VISUAL MERCHANDISING KEYS 
GOODYEAR'S DEALER PROGRAM 


[Continued from page 31] 


to a man who ts best qualified to handle 
That man is the our 
planning and display department, who has 
him a staff 
merchandising men, store planners, design- 
crattsmen in the 
phases of the merchandising arts, as well as 
held through in the field. 
Phat man is Vernon H. Jones. 

“Mr. Jones joined Goodyear five years ago, 


them. head of store 


associated with which includes 


ers, displaymen, various 


men who tollow 


and it has been his over-all responsibility 
to lay the 
and get it under way.” 

slightls 


basis tor Goodyear’s program 


Jones’ address, condensed, — fol- 
lows 
Several vears ago many organizations 
were talking about “postwar” but only a few 
were really doing much about it, aside from 
putting ideas on paper for future considera 
tion. Goodyear telt that postwar planning 
called for an immediate plan of action—one 
that could be put into effect right at that 
time, within the limits of government. re- 
strictions. When the war ended, it was our 
intention to be in an advanced position with 
a tried and proven basic plan 


well under 


way. QOur objective was a program of sim 


plified merchandising for our dealer stores 
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What we wanted was a simplified dire + 
approach for the small retailer who mig 
have as few as one or two employees. T| 
meant that our merchandising plan wot 
have to follow the simplest approach and 
that the basic p: 
of the plan could be grasped in a flash 

As we see it, two direct 
proaches to simplified merchandising. © 
from the dealer point of view, and the ot! 
from the customer point of view. 

A dealer's first objective in a promot 
The 
objective is to stop traffic, and the third «5 
to sell traffic. To get traffic, he 
proper location. The rent he 
location is, to a degree, based on the trat 
that is exposed to his store. 
more attract 
through advertising. 


so easy to understand 


there are 


of any nature is to get traffic. second 
selects 


pays for 


He spends still 
money to additional tra 
A dealer's second objective is to stop ti 
fic. He stop it inside the tr 
under exposure to merchandise 
What the dealer 
ploit his opportunities to stop traffic larg: 
depends upon what he does with his. stor 


Wants to 
door, 


salespeople. does to 


windows. 

Selling traffic is the third objective of a 
dealer and here is where the interior displays 
and salespeople start to work. If the dis 
plays register the right merchandise force- 
fully on the store traffic with positive action, 
it is easier for his salespeople to sell. 
they want to 
get more done with less effort. If ther 


front and show 


Customers are busy people 


is a choice of ways to do a thing, they will 
take the easiest. What is the easiest meth 
od? To answer this, we found out what at 
tracts people. 

Authorities have stated that the 
importance of appeals to the various senses 

Sight 87.0 per cent; Hearing 
Smell 3.5 per cent; Touch 1.5 
per cent; Taste 1.0 per cent. 

As long as the chief appeal is 
sight, we 
approach to simplified merchandising from 
a customer standpoint to attract the eve 
This would mean more eye appeal through 
out the entire and out 
visual stores, open displays, attractive ove 


relative 


is as follows: 
7.0 per cent; 


through 


thought it wise to make our first 


store inside 
all appearance, pleasing colors for eye com 
fort, etc. All the things apparent to the eyé 
can be made attractive 
function. This 
study, and planning for 

Next, we knew. that 
lines of least resistance. 


and also pertorn a 
usetul suggested analysis, 
“visual rightness.” 
people follow. th 
They don't like t 
climb stairs, they want room to walk, thi 

like to have things handy, easy to find. So 
to further simplify merchandising 
customer standpoint, we made 
approach proper store 
This analysis, study, 
ning for “functional rightness” 

layout, efficient 


frot 
our st 
through plan 
suggested and 
good 
use of space, open a 
fixtures planned at correct height, relate 
partments together, more customer cot 
iences (all keyed to a study of space 
lation to the habits and actions of px 
Next we knew that customers have al 
wanted value per dollar spent and they 
always wanted what they want when 
want it, at a price they are willing to 
This suggested analysis, study, and pla! 
for “merchandise 
[Continued on page 72) 


rightness” — sci 
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< Same: BACK AGAIN! 
And. So 
from a ' 
second Displaymen everywhere will welcome the news that Crush 
. Grain is back aqain in an extensive range of styled-to- 
ylanning : fashion colors. AVAILABLE FOR IMMEDIATE DELIVERY 
id plat are the following colors: 
od stot LIGHT COLORS DARK COLORS 
Rose Pink.. M-500 Maroon M-506 
Nn aisles Light Green M-S01 Dark Blue M-507 
lated d Sky Blue M-502 Red : M-508 
: Light Tan M-503 Dark Green M-S509 
col Cream M-504 
ce in re Spanish Yellow M-505 
ROLLS 48” Wide x 25’ Long 
at 1 to 12 rolls $1.95 1 to 12 rolls $2.25 
ea Aye 13 or more rolls 17 13 or more rols 2.00 
hey jas Write for Color Chart 
hen thes 
g to pe Write for your FREE copy BULKLEY, DUNTON & co. 
plat img of new “DISPLAY FOLIO Display Papers Division 
Sct t NEW YORK 17 . . 295 Madison Ave 


SPRING & SUMMER 1946” CHICAGO 16 . 2635 S. Wabash Ave. 
LOS ANGELES 13 . . 124 W. 4th St. 
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VISUAL MERCHANDISING KEYS 


. GOODYEAR'S DEALER PROGRAM 
[Continued from page 7o] 


| 


manipulation of items on display, the rig 
merchandise carefully selected for present 
tion at the right time, in the right quantit 
and at the right place. 

Next we knew that people are led by hal 
and reminder. By habit, people go throu 
their regular routine of getting dress: 
having breakfast, and off to work. AI du 
ing the day, little things come up that chan 
our line of thought—our conversation wi 


TO SEE DAYLIGHT 


others, things we see; the entire day is fill 
with an endless cham of distractions at 
new thought stimulators, all calling for 
tention and making our minds jump _ fri 
Soon — very soon — we expect to be up to prewar pro- | tide an that 
| As long as people are led by habit and 1: 


duction of— e led 
minder, we thought it wise to make « 


CRESCENT QUALITY CA RDBOARDS | fourth approach to simplified merchandisi: 
| one to remind customers in a dramatic w: 
Limited dealer stocks will be expanded. So keep in touch | of things they want and need—get them int 
with your Crescent Dealer—to secure the quality, quantity and the habit of coming back again and again. 
‘ A This meant taking merchandise that 
variety you require. timely and in demand and featuring it 
a window displays and at prominent locatio: 
CRESCENT inside the store—these displays to become 
\Boarns ”/ } | reminder of things customers have in mit 
X / | to buy, and to be built around items that t! 
; largest number of people want, to stimulat 


A Product of | the largest amount of traffic. This wou 

mean displaying related items together. 
CHICAGO CARDBOARD COMPANY | To sum up our analysis of people, to fir 
670 Washington Boulevard « Chicago 6, Illinois out the best approach to simplified mer 
chandising, we arrived at a four point pla 





of action, which was: 1. To provide mo 
eve appeal. 2. To make efficient, tunction 





recommendations covering fixtures, equi 
ment store layout, etc. 3. To display wh 


pst ’ people want, when they want it, at a pric 

they are willing to pay. 4. To constant] 

, remind people of the things they want a1 
need, 


Our simple analysis from both a dealer 
and customer standpoint provided the k 
to our entire program of simplified me1 
chandising. 

We started to organize our store plannit 
department a year ago last July. It was ou 
desire to have this department staffed wit 
a group of specialists—the best we could 
find in the country. We realized that ou 
recommendations for dealers would have 
be good and of practical help to the deale: 
; as well as Goodyear. I am satisfied tl! 
Coronet Mannequins and Ca ae we have the right organization to do t! 
W ar acclaimed by ; yy. job. Almost every man in the departm« 
leading department store : has had I) to 20) years ot merchandising eX 
: , e perience with leaders in the field. Of cout 
and specialty shop display éabicinaee ts cody con thing Hin really + 





men for outstanding verve ‘ “know how” and the man himself that 
and glamour. important, and I sincerely believe that 
: have grouped together a staff that will m 
a . . 
, us second to none in the field. 

It was never our intention that the st 


| 
new catalog of Manne planning and display department would 
quins and W igs. i the entire job. This department was 


tablished as a service organization to 
sist other departments and the field orga 


zation and to pass our experience along 
the regular line organization in the fi 
8 through an educational program. As it 1 


147 WEST 37TH STREET ee eee ont ee 


on all matters that concern store plant 


Send for your copy of our 
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ind display. In this way, the overall recom- 
mendations to a dealer end up as one co- 
wrdinated package, regardless of what de- 
partment renders the final service to the 
held. 

As soon as our department was estab- 
lished, we laid out the formula for our pro- 
gram. This formula was keyed to our 
analysis of the customer and dealer points 
1 view. It starts with the visual rightness 
of the products and includes all of the visual 
factors that contribute to their sale, such as 
product and package design, store layout, 
store design, fixture and equipment develop- 
ment, scientific departmental planning, pro- 
motion feature and window displays, display 
materials and methods of pricing. 


Product and Package Design. The mer- 
chandise items themselves are the primary 
considerations in selling. Chances for profit 
depend upon the sales appeal of these items 
and the manner in which they are presented 
to customers. Goodyear constantly scours 
the market tor new merchandise items cus- 
tomers want and need, but at times this may 
mean to present standard products in a new 
guise. Retailers are entering an era where 
it will virtually be impossible to beat com- 
petition on the basis of price alone. To 
help lift products above competition, it is 
our aim to recommend product design and 
development where necessary to improve 
the sales appeal of the products our dealers 
sell. 

The packaging of the merchandise can also 
be made an important sales factor. Good 
package planning will give dealers and their 
customers many advantages, such as mak- 
ing the merchandise easy to handle, easier 
to buy, and easier to use. It can make the 
package act as a silent salesman by explain- 
ing selling features and benefits through 
informative copy. It can present selling in- 
formation to assist salespeople, protect mer- 
chandise while displaying it, improve de 
partmental eve appeal by fitting color and 
design to sales location, and increase the 
sale of related items through family re- 
semblance. 


Fixture and Equipment Development. 
\fter the merchandise, the next step in de- 
veloping a plan for simplified selling is to 
fit the merchandise to the fixtures, and vice 
versa. Salesroom fixtures are a definite 
factor in sales possibilities for a_ retailer, 
is well as an aid to him in maintaining 
maximum merchandise assortments in an 
irderly arrangement in a minimum amount 

selling space. 

It is very important to have salesroom fix- 
tures designed to fit the merchandise and the 
pe of business. They should be flexible, 

meet changing merchandise conditions 
here is a Goodyear fixture plan to fit every 
iler’s specific need. 

Service equipment, like salesroom fixtures, 
ist perform an important sales and ser- 
vice. function in a minimum amount. of 
space. Each individual piece of equipment 
should be considered as an integral part 
ich, when combined with all the others, 
will form one efficient service machine. Ser- 
equipment is manutactured by many 
Concerns, each specializing in certain types 
equipment. To help these concerns serve 
dealers better, Goodyear plans to carry 
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GENERAL DISPLAY 
CORPORATION 


140 W. 4TH ST., CINCINNATI, OHIO 












YOU'LL BE GREETED BY 


Junius J. Fisher Merril Hermanson Francis Romaine Charles Leonard 















From *‘Passers By” To “Passers Buy” 


FROM 
Get Better Display Supplies 


Champion Display 
Material Co. 


1417 FOURTH SEATTLE 1, WASH. 


ROTO SHO TURNTABLES 
18” top holds 150 pounds 


Guaranteed one year $ 19.95 


Glamorous Fashion Styled 
MANNEQUIN WIGS 
Replace those ugly shabby 


$22.50 ea. 


Wigs now 


Mitten Composition Pin-on 
RAISED LETTERS 
233 Characters assorted for 
fullest use 
34” lly’ 3” 3 
6.60 7.85 9.85 15.70 
SPOTLITE COLOR SETS 

For R-40 Globes set of 
4 lens and holder $1.95 set 


SPOTLITE HOLDER 
Metal base for R-40 Globes 
Universal swivel easily 


attached anywhere $1.75 ea 


” 


“‘Swivilier”’ 
Flexible Sockets 


Put Light) Where 
You Want It 


$1.35 


a we oy Motenal Stock .n the is 
af Tye?” DISPLAY MATERIAL 
Lag < OM P_ A 





Sprinkle 


COLORED GRANULAR 
DISPLAY MATERIALS 


Around Your Window Displays 
They give Effect and Appeal 


Colors for Every Season 


Wood Flakes, Chips, Kubes, Sand, 
Stones, Tinsels. Diamond Dust, Beads, 
Pearl Chips, Sea Shells, ete. 


Made up in all rich, standard colors 
and paisley. Has many uses for exter 
ior and interior displays. Good around 
tree trunks. posts. odd spaces. ete. In- 
expensive; no experience necessary. 
Anyone can sprinkle it around. KEW- 
BEE-KUT — products bring — results. 
Prompt shipments. 


PRODUCTS 
(Trade Mark Reg. U. S. Pat. Off.) 


Check your requirements NOW with 
your Jobber—Contact us direct if 
necessary—Free Catalogue 


National Sawdust Co., inc. 


Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 
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out a research program to further equip- 
ment development and to evolve a coordi- 
nated formula for unity in color and design 
a formula that will benefit the equip- 
ment manutacturer as well as the Goodyear 
dealer. 

Store 
right type ot 


Layout. After deciding upon the 


fixtures and equipment, the 
next step toward efficient merchandising 1s 
to determine a practical store layout. If a 
dealer has an existing building, he will want 
If he is planning 


to make the most of it. 


a new building, he will want to design it 
from the inside out, keying his overall build 
ing plan and exterior design to an efficient 
interior layout. A store building will not 
derive its importance from its design as a 
functional 


layout as a channel through which merchan 


separate structure, but from its 
Its design will be good only as 
the flow of 
merchandise and improves service efficiency. 


dise flows 


long as it actually expedites 
The inter or layout must come first. 

(;ood store layout, with proper aisle plan- 
ning, directs customer traffic so that cus- 
tomers are exposed to a maximum amount 
of merchandise. It provides for better use 


of space, to result in more revenue per 
square toot. 

We maintain a staff of architects and lay- 
out men to assist our dealers in the plan- 
ning of a functional interior layout which 
will help them to make the most of existing 
space or to help set the pattern for a new 
building which would be planned by the local 
architect. In the case of a salesroom to be 
equipped with our standard or special dis- 
will render custom plan- 


ning service and quote prices on fixtures. 
| 


play fixtures, we 


In the case of 
we will offer a formula which will enable 
the dealer to arrive at his own efficient over 
all layout. 

Store Design. 
by creating inspirations for exterior designs 
which can be considered by his local archi- 
tect along with the interior layout. The 
store exterior design should also be func- 
tional from a merchandising standpoint. It 
should be planned to stop traffic and allow 
his merchandising program to start to work 
The store exterior is to the merchandise and 
service what the package is to the individual 
item. It can promote sales and cut mainte 
nance costs, or it can hinder sales and boost 
the cost of doing business 

Qur design plans are inspirational only, 
and will be offered as a part of our formula 
book covering building layout and design. 
| ocal 


interpreting these ideas and working out the 


architects would be responsible for 
building details. 

If a Goodyear dealer is interested in re 
modeling his present building or storefront 
in a limited way, Goodyear is prepared to 
give him guidance through a practical iden 
tification program which provides for ex 
terior modernization at low cost. 

Scientific Departmental Planning. So far, 
we have discussed the building plan com 
plete 


to make the most out of a 


with fixture layout. The next step is 
such a plan 
through proper departmental merchandising. 
Our salesroom fixture layouts are planned 
to make the most out of every square foot 


of selling space. We provide for displaying 


a service department layout, 


Now we go a step further 
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a minimum amount of merchandise. Whe: 


arranging this merchandise, we want. to 
guide the dealer to expose the right items at 
the right price, in the right quantity in re 
lationship to customer demand. 

To make this easy for the dealer, Good 
year will plan all departmental merchandis 
arrangements in at least three sizes—large, 
medium, and small. 
dise a store, a dealer would only have to s« 


To properly merchan 


lect the merchandise lines he wants to car 
ry, in the sizes best suited to fill all the 
salesroom fixtures in his store layout. 

To arrive at our departmental plans, we 
will consider sales facts taken from. stock 
counts and unit control information in test 


stores across the country. This analysis 


—Above is a view inside the model Goodyear 

store. The display at the rear can be con- 

verted into a motion picture screen at will; an 

automatic projector handles the showing, which 

is easily seen by passersby. . . . Below, one of 
the display units for “hot'’ items— 


























NOVEMBER, 1945 





ill show us the relationship of each de- 
irtinent to the others, the relative value of 
e various lines in all departments, and of 
e items within each individual line. This 


formation is developed with regard to sea- 
mal fluctuation of sales, so that it may act 
a display and promotional guide. Thus 
we are able to recommend to Goodyear deal- 
s sample departments that will give them 
complete visual picture telling where 


- 


ume and profit opportunities le, where 
asonal promotions should be concentrated, 


, 


nd the relationship ot space occupied to 


lume produced. 
Merchandise conditions vary by locality, 
ierefore it would be necessary for dealers 


» adapt these sample plans to fit their par- 


ticular requirements after making their own 
local sales analysis. 

Promotional—Window and Feature Dis- 
plays. Window and feature displays should 
be of a promotional nature, should flatter 
merchandise, express store personality, build 
store prestige, and do a good selling job. 
They should be made to high-light merchan- 
dise offering the greatest sales opportunt- 
ties. 

Goodyear realizes that it is not possible or 
necessary for the dealer organization to 
maintain highly-skilled display designers, 
but it is possible and necessary that they 
have the benefit of the creative skill and 
technical background of such men. Our de- 
partment serves as a central display unit to 
serve dealers through photographs and de- 
tailed information. 

A central display unit of this type can 
work in close cooperation with the mer- 
chandise and buying departments. It can 
provide a highly efficient and consistent 
service at a very moderate cost. Because 
of our thorough market knowledge and 
quantity purchases, it is possible for us to 
purchase display materials and special 
equipment that would ordinarily be far too 
expensive for any independent tire dealer to 
purchase individually. 

Window and feature displays are set up 
at Akron and photographed. The merchan 
dise to be promoted is the same as recom- 
mended for newspaper advertising, so that 
window displays and advertising will work 
together for the dealer as a_ coordinated 
drive for business. 

Photographic instruction sheets are printed 
with detailed information explaining how 
dealer employees can arrange the displays. 
lhese instruction sheets are released through 
our display package services. Thus, dealers 
have the benefit of expert display designers’ 
assistance when scheduling promotional 
plans. 

Display Materials and Methods of Pric- 
ing. Goodyear dealers need display mater 
lals to help tell their promotional story ef 


lectively, to help do an intensive merchan 


dising job on individual items or an entire 
line, and to help add interest and color to 
their store interior. To do this, a variety 
0! display materials are necessary 


Vhen these display materials are planned 
b\ a central unit, they are not only experth 
designed and produced, but they are also 
Closely connected with the promotional 
thinking of the merchandise and sales de 


[Continued on page 81) 
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Invites you 
to the first showing of our new Spring line 
at our 
New York City showroom 
and 
to a special exhibit December 3-10 


at the Hotel McAlpin, New York City. 


AUSTEN DISPLAY 
31 WEST 31st STREET NEW YORK 1, N.Y. 


re } : 
A NHROUNCING tie opening 


of the Austen showroom in Chicago 


under the management of Mr. Werner Lewy, 


at 27 East Monroe St. Room 604 


(vext door to the Palmer House) 


Chicago, Illinois 


AUSTEN DISPLAY 
31 WEST 31st STREET NEW YORK 1, N.Y. 








h We) -Yeelachilelit 


All types of flags for 
window and store dis- 
play purposes. Imme- 
diate deliveries in all 
sizes and materials— 
grosgrain rayon, taf- 
feta, and_ standard 
bunting. Also, special 
sizes and types made 
to order. 


Write For 
Illustrated Price List 


All types of patriotic decorative 
materials, flag sets, flags of all na- 
tions, etc. Write today for our 
prices and free catalogue. 


REGALIA MFG. CO., Dept. 64, Rock Island, Ill. 








Attention Displaymen! 


Lloyd’s 
ANAGLYPTA 


fills many a display want. Hun- 
dreds of designs. It is unique. 
Anaglypta simulates ornamental 
plaster perfectly. It is a molded 
product of rag stock, light in weight 
and durable. 
Hundreds of designs including cor- 
nices, moldings, and decorative 
treatments. 

Inspection Invited 
Write attention Mr. Ryan or Mr. 
Ferreri for samples of display 


papers. 


W. H. S. LLOYD CO., INC. 
48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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MEETING BIG-CITY 
COMPETITION 


[Continued from page 44] 


through display of the extent of the selec- 
offers, so that they will 
home making the trip to 
This is being done by assigning a 
unit in windows to furs. The 
practice started in May and will continue 
winter with semi-weekly 


tions the store 
shop at 


Dallas. 


before 
one of the 


on through the 
changes. 

Rothfeld’s next move was to examine his 
sales figures on junior wear. Considering 
the fact that Tyler is a prominent school 
town, as well as an oil center, they also pre- 
sented a challenge. The answer appeared 
to lie in the direction of an upstairs, rather 
than lower floor, department and_ placing 
increased advertising and display emphasis 
on moderate-priced goods up to $22.75. The 
month of May proved that this diagnosis 
was correct as far as the price range was 
concerned, as sales leaped 175 per cent 
ahead of the same month in 1944. 

It was with a new junior deb and sports 
shop in mind that Rothfeld leased the 
second floor of an adjoining building, which 
he has rebuilt. The entrance to the new 
Junior Deb Shop is through the misses’ 
department, and it occupies a space 23 x 40 
feet. The deb lounge is early American in 
design and papered to simulate brick walls, 
with false bookcases .to conceal the fitting 
rooms, as pictured here. 

The lounge will be at the front of the shop 
overlooking the square, and is designed as a 
young customers. For 
a whole library of 
and a_ special 
installed so 


place for 
there is 


meeting 
entertainment 
woogie” records, 
ceiling been 
will not disturb 
The sweater bar and 


“boogie 
sound-proot has 
that the 
in other departments. 
case displays are toward the rear of the 
shop, and the wrapping desk for the depart- 
ment at the back. 

As far as its advertising program is con- 
cerned, Kline’s again differs from the pat- 
tern of the usual smaller city Al- 
though 5 per cent of the volume is allotted 
for advertising, 20 per cent is budgeted for 
direct mail promotion, which is handled in 
New York by Miss Pegler. This permits 
the store to contact at frequent intervals 
accounts within a 75-mile radius. 

\t this time, much of the direct mail ad 
is institutional, consisting of at- 
sent to 


noise customers 


shop. 


vertising 


four-color postal cards, 


the customer that 


tractive 
not been 
Memorandum calen 
dars with Kline’s event of the month listed 
on the back are used for statement stuffers, 
provided with “To 


remind she has 


in the store recently. 


all salespeople are 
postals to send to their cus- 


and 
let you know” 
these personal contacts are re- 
add 


tomers, as 
garded as highly important. It is to 
stimulus to these contacts, as well as for the 
of the that Rothfeld thinks 


necessary tor his buyers to visit the 


prestige store, 
it is 
markets frequently, rather than depend en- 


tirely upon buying offices. They make their 


headquarters Marizon and Rosenberg in 
Chicago and New York. 
The shop is able to offer its customers 


the same type of distinctive apparel—in fact, 
identical brands that are fea- 
close by 


most of the 


large cities relatively 


tured in 
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and at prices which, as often as not, ar 
cheaper. This, coupled with a display a1 
advertising program which shows the me 


chandise at its best, accounts for Klin: 
success. 
Bliss and Stensgaard 
Added to NADI Committee 
George Silvestri, Silvestri Art Manuta 


turing Company, Chicago, and president 

the National Association of Display Indu 
tries, has added two additional members 

the committee which will work up a rep 
on display research as an NADI proje 
The additions are W. L. Stensgaard, of t 
Chicago firm of that name, and Al Blis 
Bliss Display Corporation, New York Cit 
Other members of the committee are Tro 


bridge H. Stanley, president, L. A. Darli: 
Company, Bronson, Mich., who is chai: 
man, and R. C. Kash, editor, DISPLA 


WORLD. 





Providence Display Firm 
Is New Company 

Under the new ownership-management 
Charles Levin, a display firm has been 
opened at 692 Westminster street, Prov: 


dence, R. I., under the name of Displa 
House. Levin is a war veteran with thre 
years of service in the Army Air Force 


Prior to the war he was in the display busi 
ness for 15 years, and more recently was 
assistant display director for the Gilchrist 
Company, Boston. Display House will of 
fer a complete display service in Providenc: 
and in the surrounding area of southern 
New England. 


Longwell Returns 
To Roanoke Firm 

After three years in the army, EF. D. Long 
well, Jr., has honorable dis 
charge and returned to his prewar positio1 
manager of the N. W. Pug 


received his 


as display 
Company, Roanoke, Va. 





Townsend & Wall Names 
Cobbey Display Manager 

Released by the army in June, Amos 5 
Cobbey is now display manager for Tow 
send & Wall, St. A complet 


program for the store’s wi 


Joseph, Mo. 
remodeling 
dows will be started around the first of t 
year. 

"B.N.F." is New Firm 

In Philadelphia 
display firm called “B.N.F.” 

been formed by Stephen Brown, Het 
Nachtheim and William 


location at 810 Sansom street, Philadelp! 


A new 


Fleming, with 
The three men were formerly with the « 
play department of Oppenheim Collins, 
the same city. 
AMC Display Managers 
To Meet in New York 
Display 
chandising 


Associated M 
stores will | 
their annual meeting in New York City 
December 4-5. The chairman of the group 
is O. A. Luke, display director, J. L. H 
son Company, Detroit. 


directors for 
Corporation 
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a Philanthropies Dinner 


al set for December 5 7 
me The Signs and Displays Division of the | 


* 
ine ederation of Jewish Philanthropies of New | a 
ork will launch its support of the Federa- | * 
on’s Building Fund Campaign with a din- Wt 
er on December 5 in the Colonnades of lon Y 


ssex House. Milton Weill, general chair- 
ian ot the Federation's Trades Division, 


se ill be guest speaker at the affair. TO 

, Emanuel Schneider, Universal Electric | ? OUR 

an Sign Company, is division chairman, and * 
rs Harry Nadler, secretary of the Morel Man- ANY Weil 

‘a ifacturing Company, Inc., is serving as as- FR IEN E A 
ee sociate chairman of the division. DS Kl 

Ss Cochairmen on the committee are: EVER YW f : 
ns Supply, Charles Fichler, Progressive Sign HERE 


Supply Company, and Nathan Glantz, N. 
pith Glantz & Son. Theatrical, Albert A. Senft, | 


na \lex Gold, Superior Neon Sign Company; | a 


Herman Higger, Higger Maintenance Cor- | 

poration; Albert Marmon, Broadway Main- | TO VISIT OUR 

tenance Corporation; Ben Strauss, Artcraft | 
Strauss Sign Corporation, and David Weiss, | & 
Continental Signs, Inc. Background, Ar- | Nn ri Nn 

nt of thur Cohen, Decorative Displays, Inc. Silk | Vv a Cc e p g 

heen screen process, Joseph Grossman, Masta | 
Displays. Display fabrics, Max Maharam, | e 

spla Maharam Fabric Corporation. Wood, metal | Oo WwW 4 Nn a 

and plastics, Murray Goldsmith, M. Gold- | 
smith & Co. Flowers and decoratives, I. | 


bus! Saks, Select Flower & Display Company. Of 1946 Display Fixtures and Novelties 


Exposition displays, Leslie Levi, Ivel Cor- 





*hrist poration. Jewelry displays, Edwin Freed | We have assembled what we believe to be the most complete 
1 of and Harry Magid, Morel Manufacturing | presentation of the newest in display requirements of every type. 
den Company. Mannequins and display fixtures, | Everything will be shown for your convenience in our spacious 
ain Hyman J. Finkelstein, Best Display Forms, | aa 

ther showrooms beginning December 3. We look forward to your 


Inc.; Edward Rabbin and George Messer, 


visit and can assure you a treat in the completeness of the display 
accessories we will have for you to see. 


Display Equipment Company. 
Members of executive committee include: 
Morris Cassin, Whiteway Neon Sign Ser- 


vice; E. G. Clarke, E. G. Clarke, Inc.; Har- MANNEQUINS, FIXTURES, FORMS, SPECIALTIES, RACKS 
ong ry Coopersmith; Leo J. Fidler, Timely Ser PLASTIC, WOOD and COMPOSITION NOVELTIES 





dis vice; Max Fine; FE. Freund, Decorative 
Sitio! Plant Company; Alfred Graze; Ruth S 
Pug Gruber, Facil Fabrics; Murray Higger, Also a complete showing of the 


Higger Maintenance Company; Harry Koni 
koff, Konikoff Brothers; Philip) Kramer, DURABLE DORABLE DEB MANNEQUINS 
York Neon Signs, Inc.; Edward Levin, Sol 
Levin Fixture Company; Sidney P. Lipkins, 
s Broadway Maintenance Corporation; Joseph 
“$i Maharam, Maharam Fabric Corporation; 
\be J. Markowitz, National Shoes; Max S. 


~~ Mayer, The Greneker Corporation; Gustave WHERE DISPLAYMEN MEET 
g Mittlemark, Colonial Decorative Display 39 W. 37TH STREET NEW YORK 18 


ompany; Harry Pargament, Hl. Pargament 














mpany; Harry Patchen, Kmeo Porcelain 


knamel; Richard J. Poliakoff, Simco Shoe 


mpany; Gus Rubner, Gustave Rubner, Original 18th and 19th Cen 
ne.; Sondra B. Schneider, Facil Fabries ; eee Scene Se een: ree 
é ling dresses, hooped skirts, 

ob Starr, Artkraft Strauss Sign ( orpor 90s. chintzes, men’s military uniforms. children’s 








let ation; Ben Strauss, Artkraft Strauss Sign Iresses, bonnets, underwear, shoes, us POLE 
: : suits, sports suits, fturs, shawl 
itl irporation; Harry Weiss, Supro Lux = Write fae data " @ CEDAR LES 


¥ : BIRCH POLES 
Ip Manutacturing Company; and Herbert . 
_, Wertheimer, Brady Sign Company KATHERINE FLEMING e CEDAR SLABS 
3129 WHITNEY AVE. MT. CARMEL, CONN. e BIRD HOUSES 
e@ RUSTIC & BIRCH 
DISPLAYS 


1S. Following constitute the labor committee 
David Goldstein, Sign, Pictorial & Dis 
i\ Union: Moe Rosen, Sheet Meta! USE THE 


Weskers 1.4. Mo. 100; and Michael Siew OPPORTUNITY EXCHANGE @ RUSTIC FURNITURE 
Trite ‘ 10 al B othe hooc .) I ec cal any se: 
Vke nn MESIRRERGOS OF PERSIA | L poeeeie ease. Guneees aul RUSTIC FURNITURE CO., Inc. 


























irkers. 
M USED DISPLAY EQUIPMENT FOR SALE Be neg tar eat 
; Moh Ch REPRESENTATIVES WANTED Phone—Day: 68—Night: 147 
= Se $3.00 Per Column Inch — CASH WITH ORDER WILLIAMSTOWN, N. J. 
ity Location 
group ormerly of 19 West 27th street, Mohana 
- D splays is now located at 137 Lexington @ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 


avenue, New York City 16 




















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Window 

ang Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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J. A. D. News... 


By AL POLLARD 








AST month this column carried a pro- 
i posal for a National Victory Display 
Week and window which has 
since been approved. Every one of us fully 


realizes the importance of this Victory Loan 
for display- 


contest 


drive. 
men and merchants to back our government 
100 per cent. A large measure of the suc- 
cess or tailure of this drive will depend upon 
our cooperation. National Victory 
Week was planned for the last week of the 
purposely to add an extra im- 


Here is an opportunity 


Display 


Sond drive 
petus at a time when the drive might other- 
It will be no easy task to con- 
should invest in 
bonds rather than beautiful baubles. Every 
trick of the trade will need to be employed 
to put over the Victory Loan Drive and 
National Victory Display Week. 


wise drag. 
vince customers that they 


The International Association of Display, 
in cooperation with the Treasury Depart- 
ment’s War Finance Committee, is sponsor- 
ing the National Victory Display Week and 
window contest. The Southern Display As- 
sociation and the Ohio Display Association 
are aiding in promoting and conducting this 
contest. The dates of National Victory 
Display Week are December 2-3. 

\ committee of men prominent in the dis- 
play field is urging displaymen all over the 
country to cooperate with them in making 
this contest effective. Fol- 
lowing are the names of the chairman and 
cochairmen who will appoint committees in 
their districts to further publicize National 
Victory Display Week. 

Dave Estes, St. Louis, chairman; Joseph 
\polinsky, Birmingham; Everett W. Quin- 
trell, Dayton; W. J. Keeler, Winnipeg; 
Richard Staines, Tulsa; Walter J. Kelley, 
Boston; Thomas L. Ford, Philadelphia; 
Atlanta; John H. Du- 
Nashville; George L. Hermanson, 
Chicago; Paul W. Klories, St. Louis; Har- 
old J. Kneeland, St. Paul; Gus W. Burghard, 
Houston; Adrian Delsman, Seattle; Aubrey 
L. Maley, Hollywood; Guy Malloy, Dallas, 
Fadem, Cleveland. 

Awards tor the 


successful and 


Eugene W. Turner, 
buisson, 


and Harry 


window display contest 
will be: 

Five first prizes—bronze plaques engraved 

and inscribed with the signature of the 

Secretary of the Treasury Department. 
Five second prizes silver plaques en- 
graved and inscribed with the signature 
of the Secretary of the Treasury. 
third hand-lettered 
inscribed with the 


the Secretary of the Treasury. 


Five prizes parch- 


ments signature of 
Treasury citations for all contest entrants. 
Contest entries will be judged by a com- 
mittee consisting of three men ;—a prominent 
displayman, a advertising 
and one of the country’s foremost merchants. 
There are five groups under which entries 
be listed. major depart- 
ment stores, including those doing a volume 


prominent man, 


may Group one: 


of over $500,000; group two, secondary de- 


stores; group three, utilities and 


partment 


Managing Director 
hard line stores; group four, specialty shop 
ready-to-wear, etc.; group five, grocery at 
drug stores. 

Here are the rules governing the contest 

1. Window 
cember 2-9. 

2. Window must contain copy, “Nation: 
Victory Display Week.” 

3. Entry must be post-marked not lat 
than December 31, 1945. 

4, Photos should be 5 x 7 or 8 x Il 
marked on reverse side with nan 


must be shown between 1D: 


clearly 
and address of contestant. 

5. Windows must contain showcard stat 
ing that the window is installed in coopera 
tion with the Treasury Department’s Wa 
Finance Committee and the Internationa 
Association of Display. 

6. All decisions of the judges will be fina 

All photos will become the property of the 
International Association of Display. 

On Monday morning, December 3, th 
Don MecNiel Breakfast Club program will 
be host to displaymen to initiate the opening 
of the National Victory Display Week pro 
gram. 

Within the next few days contest details 
and entry blanks will be mailed to display 
people throughout the country. Any further 
information may be had by writing the In 
ternational Association of Display, 411 North 
Seventh street, St. Louis 1. 


gratifying to us here in the 
office to receive new members daily, in every 


It is really 


mail—not only to receive new members but 
to have the old members continue their at 
filiation. In the past the IAD has had to 
depend almost entirely upon conventions t 
build membership interest; now it 
that we are building this interest without 
the aid of Mentioning the 
“convention” that ther 
will be a meeting in New York in June, 
1940. Plans and information 
this meeting will be in this column 
month. 


seems 


conventions. 
word reminds us 
concerning 


next 


We are glad to welcome the following new 
members into the International Association 
of Display: William M. Coslow, Spohrs 
Inc., Buffalo; Harry N. Lenhoff, Hartley's 
Miami; S. Lloyd Redfern, Sibley, Lindsay 
& Curr, Rochester; Carl FE. Benson, Swat 
son-Benson, DeKalb, Ill.; W. Ford Havi 
land, L. Snyder Department Store, Nortol! 
Va.; Wm. F. Blackburn, Schoenfelds’, Seat 
tle; Joseph N. Gleason, College Pharma: 
Williamstown, Mass.; L. V. Bockius a: 
John T. Jackson, both of Old King Co 
Canton, Ohio 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Darling Opens Beautiful 
Chicago Showrooms 


L. A. Darling Company, Bronson, Mich., 

veiled its beautiful Chicago showrooms 
to the display field on Friday, November 9. 
The showrooms are located on the second 
floor of the Adams-Franklin building, in 
the heart of the wholesale district, and ts 
convenient to visiting displaymen and re 
tailers. 

The showrooms are beautifully appointed 
and the modern treatment affords ideal op- 
portunity for the display of the varied and 
extensive lines manufactured by this com- 
pany. The lighting is particularly modern, 
effective and efficient. The beauty of these 
showrooms will put them in the front rank 
1} those companies which have modernized 
their establishments in recent years. 

The establishment of a Chicago branch 
by the Darling company gives an indication 
of the growth of the display industries and 
the preparations being made to properly 
service postwar business. 

On display at the opening were the fol- 
lowing lines: Metal fixtures, millinery 
heads, mannequins, composition units, and 
a preview of the new metal fixture lines 
now getting into production after a lapse 
throughout the war period. The line of 
plastic display fixtures was not ready for 
the opening but will take its place shortly 
in the extensive Darling line of display 
equipment. 

The opening was a gala occasion with 
the many company officials on hand, includ 
ing the following: Trowbridge H. Stanley. 
president; Carl O'Keefe, vice-president and 
manager of the New York branch; Richard 
Archbald, vice-president; Ken L. Snedecor, 
sales promotion manager; Frank Elmer, 
factory manager; Neil Devere, sales de- 
partment; Jess Maxwell, designer; Russel 
Larson, designing department. Erich O. 
Schwengel is manager of the Chicago branch 
and acted as genial host to the visiting 
throngs. The merchandising press was well 
represented, including Nathan Silverbatt, 
manager of DISPLAY WORLD. ie 
Vierheller, Garrison-Wagner Company, St 
Louis, was a visitor and also seen at the 
opening were many of Chicago's display 
factors who came to offer their good wishes. 


Wabash-Birdseye Lamps 
Now Permanently Locked 


Superlok, a construction that permanently 
locks bulb to base, and heretofore supplied 
imarily to the U. S. Government on lamp 
mtract, is now. standard on all large 
ibash-Birdsevye lamps manutactured for 
‘Wilian use by the Wabash Appliance Corp., 
rooklyn. The new construction eliminates 
cementing and neck strapping, and 
sists of a threaded collar screwed into 
notch-locked to the base, with its collat 
laws gripping the dimpled neck of the glass 
. The result is a permanent lock that 
iot be separated by the weight of the 
position of burning, heat or age. All 
lard-line Wabash-Birdseye lamps from 
watts and upward, all reflector lamps 
industrial infra-red heat lamps will be 
ufactured with this base. 
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FACIL FABRICS 


Cordially Invites 
You to Visit Their 
Showrooms When In 
New York 


itt W. 24TH ST ., 
NEW YORK 11, N.Y. 






























































WOOD TURNINCS 


Custom Made to Your Specifications 


Our wood turnings are designed by a display- 
man who knows the problems of window and 
interior planning. Individual, practical and fom 
charming they challenge your taste and_ in- 


genuity. Sold unpainted. Finish them to . r y HOTEL 
your particular needs. NEW YORKER 


For special service all items come finished 
with additional dowels and according to your 
specific specifications. Designs shown range 
in height from four inches to seventeen inches. 


MATCHING BACKGROUND 


as shown above 


IN NEW YORK CITY 


DEC. 6th thru 10th 


Simulated chestnut wood veneer and many 
others on hand. In sheets 3° x 8 or rolls 
3 x 24. 


VOGUE DISPLAY SERVICE : 


6805 17TH AVE., BROOKLYN 4, N. Y. CerszER 














Relief 
Corset-Form 
No. 103 
34"" High 
Selfstanding 
® 
Front Only 
Thus Fitting 
Every Cut 
e 
Papier Mache 


$8.50 
Rub-Mache 
9.75 


sweaters, coats, 


panties 


blouses, 


brassiers, 


For 


suits, 


display of 


corsets, girdles, and chil 


wear 


dren’s 


IT’S 


RELIEF{DISPLAY FORMS 


PRESENTED IN NEW 


breaks 


and 


chips 
pins. 


It neither nor 
It is light takes 


Try it out and you will say: 
“For outstanding relief-form display it 
is Hertie in unbreakable Rub-mache.”’ 
) Different styles to taste and purpose 


HERTIE INC. 


RELIEF DISPLAY-FORM MERS. 
345 West Broadway 
WoOrth 4-8683 


sult every 


dresses, 


New York, N. Y. 





* 54” Battleship Crash 
* 60” Bengaline Crash 
* 60” Modern Crash 

% 40” Crushed Plushtex 
* 40” Velvet Plushtex 
* 54” Crushed Plush 

* 54” Toy Plush 

* Plastic items 

* Ribbons 

* All display accessories 


Textile and Products Inc. 
460-4th Ave. N. Y. 16, N. Y. 
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Diamond Anniversary 


By GERTRUDE CONLON 


URING the entire month of October, 
Kresge Department Store, Newark, 
celebrated its 75th anniversary. Aug- 

menting its advertising and promotional 

campaign based the diamond 
idea—the wedding of the department store 

Newark institution together with the 

itselfi—were the displays in the Broad 

windows of the store, created under 

William FE. Mixon, display 


on wedding 
as a 
city 
street 
the direction of 
manager. 

Six Newark’s main thor- 
oughfare caused widespread comment by the 


windows facing 
people in the community. 
\iter the 
partment was able to get costumes and mer- 
In one win- 


extensive search display de- 
chandise of the period of 1870. 
the reproduction of the 
front. Another was devoted 


clothing. Then there 


original 
to 
was 


dow was 
store men’s 
hats the 
bridal window, while baby clothes as well as 
ot 1870 


and 


feminine unmentionables caused 


many smiles 


All of the windows had scores of pictur: 
These latter were borrow: 


ot old Newark. 


from the Newark Public Library. 


The 
building, 


original store, just 


a 


small 


] 
a 


frame 


was enlarged to 16 feet as a back- 


ground for a co-worker's rally several days 


before the anniversary 
der way. 

A famous 
and up until a 
Morris and 
right alongside. In the 
would debark from the 
their shopping in the store. 


landmark in 
decade 


canal, 


exhibits 
in 


ot 


the 


A score 
throughout 
the anniversary. 
Shields’ doll exhibit 
19th centuries. 
collection 


store 
These 
of the 
and 
jewelry was 
placards 
the manutacturers 


sold by Kresge’s. 


saluting 


celebration 


Newark 


ago 


were 


the original 
old 


canal 


were placed throughout 
rf 


was 
sto 
days 

boats 


di 


commemoration of 
included 
16th, 


alt 
th 
the 


got ul 


in 1870 


the old 


re was 
women 


to do 


splave 


+ 


Lillian 


17th, 18t 
A diamond and antiqu 
featured, 


1 large 
e st 


appal 
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VISUAL MERCHANDISING KEYS 
GOODYEAR'S DEALER PROGRAM 


[Continued from page 75] 
irtments .. . they tell the right story. 
Goodyear has three display material pack- 
re services, each a 12-time service re- 
ised monthly to subscribers: (1) the tire 
splay service; (2) the poster service; (3) 
e retail display service. The tire display 
rvice features advertising materials to 
omote Goodyear tires and includes posters 
ind assorted properties. The poster service 

msists of large monthly posters which fea- 
ture various timely Goodyear products. 
The retail display package is made up of 
display materials designed to produce the 
best possible point-of-sale results by suppl 
menting Goodyear newspaper advertising 
These display materials include posters, 
streamers, cornice strips, tire centers, copy 
cards, ete. Also included with this service 
is Goodyear’s informative pricing system 
which contains price tickets, tags, and in 
formative selling copy to give price and sell 
ing information for simplified selling. 
So much for the basic activities of the 
store planning and display department. 
Next we laid plans for our Visual Mer 


chandising Laboratories. It was planned 


ne that they were to occupy 20,000 square feet 
f space, the main part of which would be 
Sears devoted to dealer merchandising exhibits. 
tact It was our plan to give our dealers a visual 
{ davs and dramatic presentation of Goodyear’'s 
— merchandising assistance. 
It was planned that this exhibit would 
1 1870 prove beyond a doubt that Goodyear is a 
‘e- old dealer organization; that it is Goodyear’s 
a was desire to strengthen the dealer's position 
von as tire headquarters in his community and 
to do at the same time help the dealer keep his 
business on an even keel day in and day 
plaved uut through the sale of related services and 
On associated lines of merchandise; that a 
Lillian bright future is in store for any Goodyeat 
1. 18t dealer who invests his money in a Goodyeat 
ntique engineered program because our interest in 
larg the dealer will not stop until he sells the 
stot merchandise or until he makes his_ profits; 
ppal that Goodyear will become the greatest name 


in dealer merchandising services as 
as the greatest name in rubbet 
In addition to bringing the story to deal 
it was planned that space be provided 
merchandising 


developing — practical 


leas. These developments to be photo 
graphed and passed on to the field as sug 
sted plans. The office section would pro 
ide working space for store planners, archi 
ts, designers, and other employees. 
But laving plans, preparing working draw 
rs, and so forth for our Visual Merchan 
ing Laboratories was just one job. It 
also necessary to get our dealer pro 
ram started and well under way, even long 
irre the laboratories could be completed 
s called for developing more formulas, 
cifications for new fixtures,  locatins 
rces of supply, and getting dealers started 
arry out our plans 
Ve wanted the details of our program so 
ked out so that the result would be 
ible enough for a dealer to start in a 
est way or go all out. We wanted the 
gram so flexible that even after the deal- 





tarted in a modest way, he could expand 
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solve them with 


DISPLAY MATERIALS 


FROM COAST TO COAST THERE ARE 
MORE THAN 240 WHOLESALERS OF 
BECOME 


REYBURN’S DISPLAY MATERIALS. 





ACQUAINTED WITH THE ONE NEAREST 
YOU AND DISCUSS YOUR DISPLAY 


PROBLEMS WITH HIM. 


HE WILL GLADLY 


HELP YOU PLAN SALES-WINNING 
DISPLAYS, SUITED TO YOUR PARTICULAR 


REQUIREMENTS. 
AND ADDRESS. 


WRITE US FOR HIS NAME 


“BUY REYBURN’S--AND YOU BUY THE BEST”’ 


THE REYBURN MANUFACTURING CO., 
PHILADELPHIA 


NEW YORK 


INC. 


CHICAGO 











PEBBLE-TEX 


cards, scroll and cut-outs 


Six Sen Glow Colors and White 
lusive Distri 
Ww. Cc. HURLOCK 


4105 Taylor Ave. Drexel Hill, Pa. 
SAMPLES ON REQUEST 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Original Creations 


REED and RATTAN 


We look forward with anticipation to your visit to 
the New York display market beginning December 
3 and will be prepared to work with you on your 


Spring display plans. 


New developments and in- 


novations will make the use of our type of display 
creations more interesting than ever before. 


3 WEST 18TH STREET 


A. LUTZ 


NEW YORK CITY 11 
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COMING SOON! NEW SPRING LINER 


NOVEMBER, 19<45 


his operation without discarding any exist 
fixtures. 

\iter developing fixture specificati 
and other details, we presented our plan 
a small group of dealers who were int 
ested in a modernization program. We 
out plans for proposed modernizations 
then furnished specifications for having 
work done locally. We furnished field 
sistance to supervise the installation of 
tures, arrangement of merchandise and 
plays 

These few dealers were successful 
their new program and others saw what 
happening. Then they indicated interest 
modernization. This process went on mi 
in and month out. We have been handl 
an average of 40 modernizations or act 
installations per month, and our requests 
store planning service are increasing ste: 
ly. We received more than 80 requests 
store planning service during the montl 
October. In the beginning it was necess 
to have fixtures locally constructed, but now 
we make manutactured fixtures availabl 

Store modernization 1s only one phas: 
our program to help the dealer. We 
to help him sales-condition his place of b 
ness, to modernize it to a point where 
dealer is really organized to go atter busi 
ness. The second phase is to develop mont 
ly plans that will keep the dealer's place 
business up to date and alive month in and 
month out. There would be absolutely no 
reason for a dealer to modernize if that were 
the end of the program. Our assistance to 
dealers must help them continuously 

Today marks the official opening of 
Visual Merchandising Laboratories. They 
have been under construction since the early 
part of this vear and during this period ou 
department has kept right on working, sery 
ing dealers. 

\t the close of this two-day session, I am 
sure vou will recognize the fact that witl 
this program, Goodyear is pioneering a new 
road in marketing procedure for a manu 
facturing organization. No company an) 
where has ever made such an investment 
solely tor the purpose ot serving the dealet 
and helping him to do a more efficient it 
ot buying and selling merchandise for pro 
fit. The basis of this new program is built 
around display, the value of which too tew 
organizations have fully appreciated. Per 
haps the reason for this has been that dis 
play has been an activity that not = onl 
called for desk work and planning, Dut al 
called tor putting on overalls, climbing 
ders, painting backgrounds, trucking me! 
chandise, and what not. From the very 
ture of this work as it appears on the surtact 
one could easily get the idea that the 
play protession is made up of artists 
scene shifters with an aesthetic outlook 
this is easy to understand, as many dis] 
people specialize in just one of the n 
activities, such as window installation. 

We have found that “there 1s gold in t! 
thar hills’—that is, provided each ot 
many display activities are brought toget 
at one point and properly blended with ot 
phases of marketing and merchandising 
(G;oodyear’s program blends these phases 
gether to form a new concept for the de 
opment of more efficient distribution cl 
nels, through proper dealer assistance 
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1S 
te he New 1946 Mileo Mannequins will be 
Id 
“ unveiled in the Mileo Studios December first. 
- This is an event no displayman should miss for 
A Mileo Studios have outdone themselves! 
rest 

i¢ 
nd] 
Sts Visit our showroom, see the new styles. 
33 If you can't come, write for photo- 
sar graphs. Men, Women, Misses, Jun- 
oh iors, Teen-Agers, Children of every 
va age, and Infants from six months up. 
ab . And never forget: Mileo Mannequins 
ve sell merchandise. 
ie 

re 
| bi 
OT 
lace 

in { 
cl P. C. MILEO, 7 W. 36th ST., NEW YORK 18, N. Y. 
it \ r 
LIC 
of Ol 

They 
od Ol 


: 7 4 | manufacture automatic machines for overall and design flocking on roll 
te paper and textile. 

mien The same machine will coat, flock, print designs, emboss, sheen and pan. 

y any It will also apply glitter and produce suede and cork papers; also grass 
stment effects in sisel or raffia. 

dealer The machine produces at the rate of 1200 feet per hour in 36 inch to 54 
nt jol inch widths. 

rs Complete factory equipment, engineering and technical service now avail- 
vee ea able to those who desire to go into the manufacture of flocked material. 


at A. B. SALIGER 





a Special Announcement 











t ‘a 62 GRAND STREET NEW YORK 

ut also 

ig | 

y 1! 

rv 

sul 

he dis HAT PROMOTION, believes this hat promotion has done a tre 

ists of CALIFORNIA STYLE mendous amount of good in stimulating con 

rx sumer desire for a new hat for each sea 

dis [Continued from page 60] son. There's no reason, according to Jesse 
n Smith, why a man should limit himself to 

1. tinued selling boys’ wear—much to the con one hat a year; instead, he should keep up 

n then ternation of Harry Canal, manager of that with the seasons and vet himself a hat three 

ot ¢ partment. Jesse Smith stated upon the or tour times a vear. ust as his wife doe 

ngethe! mclusion of the hat promotion, “We felt But only by proper store planning and 

h other tie complete effect of this strong promo visual dramatization, by sound merchandis 

idising tion of nationally-advertised hats would ing and friendly cooperation with hat manu 

ses to rry over for many months. Results to facturers. can retailers do the topflight job 

ale | ite are bearing out our prediction.” needed to put this idea over successfully 
| \lways strong believers in the promotion Smiths’ fall hat promotion is excellent evi 


nationally-advertised apparel, Smiths 





dence that it can be done 
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GLASS SILK 
MATTING 


THIS IS NEW! 


48" wide fibre glass, angel hair 
pressed into continuous rolls 


25 foot Roll - 48"' wide 


White .. . *5.50 per roll 


Colors. . . *6.50 per roll 
Colors—Red, Blue, Yellow, Green 


ANGEL HAIR 


White .. . 1.50 per lb. 


Colors. . . *2.90 per lb. 
Colors—Red, Blue, Yellow, Green 











JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
618 MARKET ST. PHILADELPHIA 6, PA. 



















Now Available 


arkl? 
SP pro 


PREPARE NOW For Your 
CHRISTMAS NEEDS! 


We carry a full line of 


pauc® 


: Sparkle jewel cloth—Silver 36” 





Crystal beads 


Diamond dust, or snow 





colored tinsels 








Silver tinsels, 
(all sizes) 


5. Satins 


6. Silver tinsel paper—40” 


SPARKLE PRODUCTS DIV. 


ASSOCIATED FABRICS 
CO. 


1600 Broadway, New York 19, N. Y. 


EFFECT OF LEATHER 
Price of Paper 


WITH 
























A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
ay stain-resistant and 100% washable. Other 

OPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


ST. LOUIS, MO. 


1629 LOCUST ST. 
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HOW DISPLAY OPERATES 
AT FAMOUS-BARR 
[Continued from page 39] 
“Before it was the candle, 


idea,” he said. 
and before that, the sun; the idea of light 
came trom light itself, and display ideas 
everything and everywhere. 
24-hour job) and 


COME trom 
Creating displays 1s a 
everything around you becomes a_ possible 
theme. Looking at objects, scenes and even 
people with that view becomes a_=subcon- 
scious habit.” 

The main thing to remember in any dis- 
play, according to Chadwick, 1s that it must 
sell merchandise, not background 

“Sometimes displaymen overshadow the 
merchandise they are supposed to sell with 
too much background or too much color. In 
my experience, [| have found that neutral 
backgrounds or tints that play up the mer 
chandise as the central point of interest are 
be st - 

It color is required, he believes it should 


—At top, this Famous-Barr display has a 
background composed of a scene from one of 
St. Louis' famous outdoor light operas. . . 
Below is a setting used for a ''Chen- Yu" 
promotion— 
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be in a given spot, as near center as poss 


ble, and should contrast with—not hide—t 
merchandise. 

“It's a good window or a good interi 
“If it cent 


display,” Chadwick concludes. 


around one prime thought—to sell) me: 


chandise.” 


Elliott Becker Returns 
After Long Army Service 

\fter four and a halt years in the arn 
Elliott Becker has been returned to t 


United States and honorably discharged 
He is the son of Herman Becker, Beck: 
314 North Euta 


Elliott’s service i 


Sign Supply Company, 
street, Baltimore 1. 
cluded a 3l-month tour of duty with 


t 
t 


Persian Gulf Command in Iran, helping suy 
ply vital war materials to the Russi: 


armies. He was inducted into the army 
May 26, 1941. 


Change of Location 
For Display Firm 

The firm of Frank Collman, specializi 
in silk screen process and displays, 1s n 
in larger quarters at 212 Broadway, N: 
York City 7. 
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Chicago Club Hears 
Frank Kendall 


The October meeting of the Chicago Dis- 
ay Club was held on the 17th, at the 
tel Sherman. The featured speaker was 
ank P. Kendall, executive vice-president, 
itional Research Bureau, Inc., who dis- 
ssed “Increasing Sales Through Displays 
vith Tested Appeals.” 
\nother highlight of the meeting was a 
vel version of the Reader's Digest tfea- 
re, “How Good is Your Taste?” The 
naster-of-ceremonies was L. J. Dwiggins, 
Reyburn Manufacturing Company, with 
teams competing to answer the question: 
“What is Your Design I.Q.?” 


Caputo Returns to Namm's 
As Assistant to Rutgers 


Following his honorable discharge from 
the army, after nearly three vears of service, 
Henry Caputo has rejoined The Namm 
Store, Brooklyn, to take charge of window 
display as assistant to Oscar Rutgers, dis- 
play director. \lso at Namm’'s, Ernest 
Schlomann has been placed in charge of in- 
terior display. He replaces W. A. Morton, 
who has resigned. Morton was formerly 
with Godchaux Clothing Company, New 
Orleans; his future plans have not vet been 
announced. 


Ziesel and Arndt Win 
Display Contest 

\ $100 Victory Bond, first prize in the de 
partment store group of the recent “Caro 
lyn-Labtex” display contest sponsored by 
National Modes for all “Carolyn” member 
stores, has been awarded Henry Roush, 
Zeisel Brothers, Elkhart, Ind. Second and 
third prizes went, respectively, to W. R 
Wertz, Robinson Schwenn Store, Hamilton, 
Ohio, and Matt C. Kirchner, S. H. George & 
Sons, Knoxville. 

In the specialty shop division, first place 
was won by Anton Arndt, Del Monte, Inc., 
Milwaukee, with Joseph F. Bronsing, J. 
Goldsmith & Sons Company, Memphis, and 
Myrtle Hall, Bon Marche, Asheville, N. ( 


winning second and third. 


Earl Kyle Joins 
Harve Ferrill 
Farl Kyle has joined Harve Ferrill & Co, 
2035 South Wabash avenue, Chicago 16, as 
lesigner for the firm’s display and dealer 
elp manufacturing service. After finishing 
art studies, Kyle was a designer for the 
senessee Store Fixture Company for sev 
1 years, and then joined Bausch & 
mb, where he designed displays and 
Nanned store layouts and exteriors. 


Brooks Wins 

Local Contest 
irst prize in a local display contest en 
d by 25 stores of Jackson, Tenn., in 
nection with “Anti-Inflation Week’, was 
1 by Charles Brooks, display and adver- 
ng manager for Holland's. The award 
sisted of a silver cup. 
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Come and See 


The most interesting line of 


SPRING DISPLAY PAPERS 


we have ever shown. 


We are pleased to announce that we will be prepared 
to present for your consideration our entire new line 
of display papers beginning December 3. 


It is our confident belief that we will offer the finest 
line in our history and you should by all means arrange 
to view the display at our showrooms. 


HOTEL McALPIN—DECEMBER 3-7 


DINGLEMAN-WOLFF CO. 


Originators and Manufacturers of Distinctive Display Papers 


112 W. 42D ST., NEW YORK CITY 18 











2 IS INTERESTING to note that with the 
ereater appreciation of display as a store promotional 
and selling medium, the country’s displaymen are win 
ning executive status in their respective establishments 
and are more and more participating in the planning 
conferences of the store’s executive staff. In this Way 
better coordination is achieved, with the final result—a 


much more etfective display program. 


“O) 
@ 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street New York City 11 











Headless 
, Display 
* Model Forms 


Perfect 
Standard Shapes 


SIZES 
12-14-16-18 Miss 
9-1 1-13-15 Jrs. 


Price for Form Only 
Enamel and Jersey 


8.50 Ea. 


Price for Form 

Mounted on 10" 

Heavy Chrome 
Cast Base. 
Complete 


715.25 Ea. 


Write for New 


etl Catalogue 
QUENSELL DISPLAYS, Inc, 


Forest Hills, N. Y. 


em 








71-23 Austin Street, 


You Can Start 


rrs—| Now 
L Soe 


ACTION FOR PPSuits 











to design your Postwar 
Motion Displays — because 
Speedway will be right 
there, too, with the proper 
motor to create the motion 
you'll need. Come _ to 
Speedway wi:th your dis- 
play motion problems 

Show us your blue prints 
with full dimensions and 
all characteristics and 
we'll “power” it for you. 


ROTARY 








Speedway pioneered com- 
pact, low priced electric 
activating units for adver- 
tising displays. And offers 
the most complete line of 
electric motors - solenoids 
and gearmotors for the 
display indusiry. 





THERMOMETER 





———$ as __ 
ACTION STOPS Ew ° 
| - Write for Catalog. 
Saat 
* x a 











1842 South Laramie Ave., 
CICERO 50, ILL. 
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DRUG STORE DISPLAY 
[Continued from page 63] 


Question: Where do you get the dummies 


and cartons for such a window? 


\nswet \ny of the drug salesmen who 
call on you will be happy to supply you with 


dumimies and posters 


(McMahon continued at this point.) I can 
not help but cut in here to answer one of 
objections. It 


a lot to trim unit 


the gentleman's does not 


necessarily cost windows. 


box before vou were 
local 


You can purchase these 


The materials in the 


all purchased at a display company 


and are not costly 


materials and there are many free-lance dis 

playmen you can get to install the windows 

lor vou 

greatest 
and 

under 

there 


will get the 
perfumes 


I believe that vou 


profit out of displaying the 
often hidden 


will not sell 


cosmetics which are 


vour counters. They 


Bring them out into store showcases and 


especially now with the Christmas 
Most 
it for granted that a drug store has aspirin 


windows, 


season approaching everyone takes 


or cold remedies, so why not display the 


high profit item which they do not know 


vou have in your store? 

In most cases, based on long experience, 
I find that 
displav-conscious 


least 
Un- 
less they do something to correct this line of 
thought, 
the moving out 


drug operators are the 


people in’ business. 
the coming of the super stores and 
neighborhoods of 
department 
for the sur- 


into the 
downtown 
fight 
There 1S 


branches of the big 
will bring about a 
fittest. 
will win ait the 


stores 
vival of the no question 


of who present tendencies 
continu We have seen over and over the 
done 


Make 


and vour met 


value of good display, and it can be 


in vour store on a low-cost basis 


our windows sell vour store 


chandise 


Retailers Everywhere Show 
Greater Display Interest 


local retail organ 
other 
interested in display 


Chambers of commerce, 


izations, advertising clubs and bust 


hess 2roups are More 


than ever before. There is a demand _ for 


speakers and requests are frequent for com 


petent persons to handle such assignments. 


It is desirable for those displaymen who 


feel capable of handling the subject of dis- 
play adequately to let that fact be known to 
the leaders of the 


then ] 


business organizations in 
and 
intelli 
service to all 


cities hey will be welcomed 
by presenting the subject of display 
render a valuable 


gently wall 


concerned 


National Display Contest 
For King's Men 
Windsor 


facturers of the 


Etd., Los 
Men 
just 
national window display contest for the best 


House, \ngeles, manu- 


King's exclusive line 


of men’s. toiletries has announced 


stores and men's wear. stores. 


department 


Phe contest will include both windows and 


interior displays and full details will be an- 


nounced shortly 
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AND AFTER THE MEETINGS 
EVERYBODY'S INVITED TO THE 
SPRING 


A DAD xen 


HOTEL NEW YORKER 


IN NEW YOR K C 


pENSABLE 
prs 
nN 


DEC. 6" thru 10' 





SMART... NEW 
PEDESTALS 


FOR XMAS AND ALL YEAR 


Sturdy and Well Constructed. Uprights are wood 
rope and aluminum grill, wood base and top grace 
fully carved. All white lacquered, Gold shaded 
edges. 

No. 02—24” high, top diameter 10’ 
No. 01—14” high, top diameter 81,” 


Price $7.60 ea 
Price $4.75 ea 


DISPLAY MANUFACTURERS MART, tat. 
“Everything jor Display” 


oS 2W E34 I6eh. STREET NEW YORK |, N.Y 
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re wood 


yp er ice 
sha led 
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Three Sales Offices 
Opened by Gardner 


Gardner 


Pittsburgh, has an- 


Displays, 
ounced the opening of sales offices in New 
York City at 516 Fifth avenue, in Chicago 
it 185 North Wabash avenue, and in Detroit 
it 810 Book Tower building. 
if the oldest and largest exhibit builders in 
the country, built a large part of the exhib 
ts at the New York and San Francisco 
Fairs and has been building synthetic train 


Gardner, one 


rs and training aid devices for the army 
navy and air corps. 

The new offices will provide sales, design 
ind advisory service to better expedite the 
requirements of the firm’s nation-wide 
clientele. 


Chicago Showroom 
For Austen 

A Chicago showroom was opened by 
\usten Display on November 15 at 27 East 
Monroe street, next to the Palmer House 
it is under the direction of Werner Lewy, 
who has been Chicago and mid-Western 
representative for Austen since the firm 
was formed three years ago. 

A special corporation was recently set up 
by Austen Display for the export and im 
port of display materials. Called Display 
Ex-Import, Inc., it is located at Austen's 
New York City headquarters, 31 West J3lst 
street, and is under the direction of George 
Lenard. Leading American manutacturers 
of display materials are now being contacted 
for the export of their specialties. 


Salmon Succeeds Gobbi 
At De Pinna's 

Formerly assistant display 
De Pinna’s, New York City, Ogden Salmon 


has been placed in charge of display for 


Manhagel Ot 


women’s apparel and accessories. He suc- 
ceeds Franz Gobbi, who resigned recently 
to devote his time to Zaria Displays, 461 
Sixth avenue. Salmon was at one time 
with Franklin Simon & Co. and prior to 
that was with R. H. Macy & Co. At De 
Pinna’s, continues in 


Edward Swanson 


: ; ; 5 : A 
cnarge of! display for men’s and bovs ap- 


parel 


Peterson Heads Display 
For Black Dry Goods 
Carl Peterson, formerly with The Boston 
Store, Fort Dodge, Iowa, is now in charge 
display at the James Black Dry Goods 
Company, Waterloo. 
turned from 31 months in the Pacific thea- 


Peterson recently re 


where he served with the U. S. Coast 
Guard: he received his honorable discharge 
few months ago. 


Canadian Display Firm 
Wants U. S. Sources 
The Canadian firm of Feature Products 
Corporation, headed by LD. Rosenstein, is 
terested in getting in touch with United 
States manutacturers of various types of 
display materials and equipment available 
the Canadian market. The company is 
ated at 5136 Notre Dame street, East, 
ntreal 4 
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Send for Free Booklet ’Taffel Tales” 





>>> et <<< << <<<<<<<<< <<< 





PROGRESSIVE 


95 MADISON AVENUE + NEW YORK 


MERCHANDISE 
PRESENTATION 








with 
e DIAMOND DUST 
e SILVER FLITTER 
e CRYSTAL BEADS 
, e GLASS TINSEL 
Glass Tinsel is available in Silver, Gold, 
Blue, Green, Red and Black 

Prices and samples furnished upon request 


EMPIRE TINSEL & BALLOTINI CO. 


1265 Broadway New York, N. Y. 











@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 











Beautiful Fixture and Paneling Stock 
--Now Available for Prompt Shipment 
Ideal for display paneling and interior fix 
tures large selection of fine Plywood in 
thicknesses from 1/32" to 1” 
and popular panel sizes Also Weldwood 


Standard 


in 4”, a. OM Thin Bending Aireraft 
stock includes Mahogany, Fir, Birch and 
Poplar. Other Plywoods in Walnut, Bass 
wood, Red Oak, Bird’s Eve Maple. Striped 
Walnut, Balsa Core, Gum, Sycamore, Pine 
slats, Fir strips Many other wood items 
and supphies! 

New Catalog Sent Free 
Your Display Department should not ov 
erlook the possibilities of modern ply- 
wood Write now for new catalog and 





prices on our complete line of plywood 
and wood items CARMEN-BRONSON 
CO., 165 East 3rd Street, Dept. 8-D, Mt 
Nas 


Vernon 
















Accentuate the Natural: 


WITH 


YUCCA 
POLES 


3” Diameter x 9’ 
Special $2.40 






These durable lightweight poles are 





an ideal “as is” display item, or may 





be used for fabricating trees, fences, 





etc. Sizes available, 1” to 6” diameter. 





Immediate shipment. 





line of 


We 


tropical 


also carry a complete 






imports suitable for display 


items. BAMBOO handwoven 
GRASS MATS, PANDANUS 







poles, 






braid. 








TROPILRAFT 


535 SUTTER ST. 
SAN FRANCISCO 2, CALIF. 
































Something NEW 
has been ADDED 


Good news—in addition to our complete mani- | 
kin service, wig conditioning and Refresh 
our wonderful manikin cleaner, we proudly 
present to Display 


| PLASTIC-WELD 


In a matter of seconds, Lucite or Plexiglas 
fixtures or merchandise can be repaired like 
new again. Very simple to use and a great 
economizer. A Display room necessity. A 
4 oz. bottle sells for $1.50. Get yours today. 



























Agents desired for } 
Plastic-Weld and Refresh 


REFRESH 


sells for } 


$4 Gal. — $1.25 Qt. 





Everett M. Bridge 


991 Main St. Buffalo 3, N.Y. | 
MANIKIN REPAIR SPECIALISTS 


















USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

» REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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Trip to Mexico 
For "Dot" Williams 


A four-week combined business and 


pleasure trip to various Mexican cities is 
being made by Miss Dorothy “Dot” Wil- 
liams, Jas. B. Williams, Inc., 498 Seventh 
avenue, New York City. 


Dingleman-Wolff Catalogue 
Covers Christmas Line 

The Christmas display papers line of Din- 
eleman-Wolff Company, 112 West 42nd 
street, New York City 18, is shown in a 12- 
Many of the 
samples. 


page catalogue just released. 
illustrated with actual 
available on 


items are 


Copies are request. 


Thomas Takes Over 
Display at Brill’s 
Formerly in charge of display for Nation- 


al Clothing Company, Rochester, N. Y., Vlad 
Thomas is now display manager for the L. 


\. Brill Company, Milwaukee. He succeeds 
Norman Hoff, who resigned recently in 
order to join the display staff of The Boston 
Store, of the same city. 


| 


| 
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SALES APPEAL 
in Eaton 
Grass Mats 





, Eaton Grass Mats can help “put 
over’ many, many promotions for you with 
out showing wear. Their rich, lively 
GREEN lasts because it’s power-dyed in; 
and their mildew-proofing allows them to 
be stored safely again and again. Eaton 
mats are FIRE-RESISTANT, too! See your 
display jobber, or write: 


EATON BROTHERS CORP. 
Hamburg, N. Y. 








TRADE PERSONALITIES wo. 33 


by Tony Brinker 












ATTENDED THE HORACE 
MANN SCHOOL IN NEW YORK 
AND WAS FINISHED” AT 
ST. MARY'S HALL. STUDIED 
ART AT PRATT INSTITUTE 
WHERE THE SCISSORS 
INTERESTED HER MORE 
THAN THE PAINT BRUSH. 
HER PAPER SCULPTURE 
WORK HAS BEEN $ 
PURCHASED BY 
LEADING DEPART- 
MENT STORES ALL 
OVER THE COUNTRY. 


me 


a i 
al 


STAPLES - SMITH, NEW YORK CITY 


DISPLAY FIRM 
AND WELL KNOWN PHILANTHROPIST . 





































STILL IN HER 20'S THOUGH HEAD OF A HIGHLY SUCCESSFUL 
IN NEW YORK. BORN IN WASHINGTON D.C., 
DAUGHTER OF COL. 0.G. STAPLES, WHO WAS A HOTELMAN 









% ADORES HATS 
AND HAS 

ABOUT A 

HUNDRED 

WHICH SHE 

». SELDOM WEARS 
“*, .. BUT LOVES 

4  TOLOOK 

AT. 





SHE Lives IN AN APART- 
MENT OF MODERN DESIGN 
WITH VICTORIAN OVER- 
TONES. HER SMALL PUP 
“RUGGLES” WHICH SHE 
BOUGHT FROM THE “TAIL 
WAGGERS ” CALIFORNIA, 
MODELS FOR THE FAMOUS 
STAPLES-SMITH CANINE 
WINDOW MANNEQUINS. 
SHE HAS WRITTEN A 
BALLET AND IS ONE OF 
THE MOST FAITHFUL 
BALLETOMANES IN 
NEW YORK. 
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interior Display at Macy's 
Headed by Yuill 

James Yuill, from private to 
najor during his three years in the army, 
as returned from service and is now in- 
erior display manager for R. H. Macy & 
o., New York City. 


who rose 





Henrietta Glaser, who | 


ad handled the position since the resigna- | 
ion of Mel Gussow, becomes stylist for the | 


lisplay department. 


Major Yuill was a glider pilot during the | 
var, and was stationed in the China-Burma- | 


India theatre. 
for Macy’s display department. 
Mayers on Trip 

To South America 


Max Mayer, vice-president of The Grene- 


He was formerly art director | 


ker Corporation, New York City, and Mrs. | 


Mayer are making a combined pleasure and 
South American 
traveling by air. They will go 
as far South as Buenos A\tres. 
light of the trip thus far, 
Maver, is Rio de Janeiro, which he describes 


business trip to several 
countries, 
The high- 


according to 





as “the most beautiful city we have ever 
seen.” 
Display Firm Opened 
By Lindbolm 
Formerly with Harve Ferrill & Co., Chi- 


cago, and now with the advertising depart- 
ment of the Buda Company, Harvey, IL, 
Vincent Lindbolm has formed a 
play company which he is operating in his 
spare time. It is called Allstate Advertis- 
Service and is located at 8212 


also dis- 


ing Display 
South Green street, Chicago 20 


Copperman Returns 
To the States 

For the past 
and for some time overseas, Joel Copper- 
man has been back in the United States since 
honorable dis- 


several years in the army, 


July and is expecting his 


charge soon. Before the war, he was sales 
manager of Advertising Displays and Deco- 
1383 West Ninth 


rations, street, Cleveland 


12 
LO. 


Binghamton Store 
Appoints Alexander 

Hills, McLean & Haskin, Ine., 
ton, N. Y., has named 


He had been in charge 


Bingham- 
Bruce J. Alexander 
is display manager. 
if display for soft lines at Gimbel Stores, 
Minneapolis, and at one time was with W. 

Stensgaard & Associates, Inc., Chicago. 


Anderson Teaches Course 
At Wayne University 
Fred 


Kline's, is 


Anderson, display 
conducting a 


students at Wayne university, De- 


course in display 


yr 25 





manager for 


troit. Half of the sessions are spent in the | 
lassroom, and the rest in local stores where | 


e various display managers explain their | 


epartmental set-ups. 
Thaxter Resigns 
At Macy's 

On the interior display staff of R. H. 
& Co., New York City, for the past 
ree vears, Ted Thaxter has resigned. His 
iture plans have not been made known. 


\4 
acy 
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ASSURES NEW and 
IMPROVED PRODUCTS 


J-JANSEN, like so many other manufacturers, is now devising ways and 
means for using in peace the ideas and new devices developed in war. 


Reconversion thus assures new and improved products for saving time, 
effort and money. These advances will be announced from time to time. 


Meanwhile, Hansen Tackers will become increasingly available. 


A.L.HANSEN MFG. CO. 


SO41 RAVENSWOOD AVE. 
CHICAGO 40 ILL. 





Fr ncn 
/ Kling-Tite 
Neapie”, 











Important Announcement 


Increased Production Now Enables Us to Accept Orders for 


MANNEQUINS 


in Women's Men's and Children's Models 


For Delivery in 


THREE WEEKS 


Or Less, If Necessary 





The quality and durability of our mannequins are well known throughout the 
trade, and our fast delivery service is possible because of improved produc- 
tion facilities. Write at once, stating your requirements, and we will respond 
promptly, giving you guaranteed shipping date. 


SEE OUR NEAREST JOBBER OR WRITE DIRECT 


DISPLAY MANNEQUIN, INC. 


aor W. Uh ST. NEW YORK CITY 


THE FIXTURE MART, Inc. ~ SHUR-NUFF DISPLAY MATERIALS 
314 W. Jackson Blvd., Chicago 600 First Ave., N., Minneapolis 3, Minn. 


LEWIS FIXTURE CO., 224 E. 9th St., Los Angeles 15, Calif. 






















































Attention! 


Displaymen and 
Signwriters 


Now in Stock 


Satin-Finish Super White Litho- 
Lined Display Boards carried in 
sizes 





28x44—14 ply 

28x44—70 pt. (22 ply) 
28x44—80 pt. (25 ply) 
28x44—90 pt. (28 ply) 
40x60—14 ply 

40x60—80 pt. (25 ply) 
40x60—90 pt. (28 ply) 


Place your orders now as supply 
is limited. Jobbers inquiries invited. 


MURRAY TOLL 


Mfrs. & Mill Agents 
Cardboards of all Descriptions 


1201 JACKSON STREET 
PHILADELPHIA 48, PENNA. 
Phone: Fulton 2078 and 2011 
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Paper Situation Remains 


Very Critical COLORED CRYSTALS 


The lifting of paper controls subsequent to Standard to Fine ("sand") sizes. 
V-J day has not increased the available bes 
supplies of book and other types of papers. SN W “SHIMMERY SNO”’ 
The pent-up demand caused an avalanche of 0 
orders to be placed with paper suppliers and 
deliveries are slower than during the war 





Can Be Walked On. 





period when paper was _ rationed. Trade ae 

: ; P a? . Si sp : 4é ” 4é ” 
publishers are especially hard hit and many oe 
of them are operating on a month-to-month Natural—For Borders, Islands, Etc. 


basis, with no reserve stocks on hand at all. 


DISPLAY WORLD finds itself in this " 
situation and beacon conaniiel i limit our | GLASS FLOSS 





editions to actual subscription requirements, Finest Spun Glass Fibres—White—Condensed 
Mat—1000 and | Uses—Fluffs Extremely Well. 


although at a much higher level than during 
the war period. The increasing circulation 
of DISPLAY WORLD makes the situation 


KRAK-GLASS 


vers difficult to solve. The publishers are | Jewel-like—In Crystal and Colors—Assorted 
hopetul that its circulation will not have to | Sizes—Handles Easily. 

be frozen again so that they may be able to | gerne 

accept all new subscriptions for immediate | All Above Items are Verminproof 
service. The same tight paper situation 


ie. ol Se ee ee || and Fireproof. By the Makers of 
prevails aiso with other users oO! papers, | The COLO-CAL Line. 


such as the display houses specializing in | 
this type of decorative materials and early MALROS COMPANY 


placement of orders is advisable. 509-511 HUDSON ST., NEW YORK 





Large Color Range—Excellent Coverage— 


Verminproof—Fireproof—Marvelous Coverage 
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CLARKSBURG, W.VA. AT AGE OF 1B AS 
DELIVERY BOY, SWEEPING OUT STORE ETC, 
WITH PROMISE OF “INSTRUCTIONS” IN 
WINDOW TRIMMING BY EXECUTE WhO 
HAD GRADUATED FROM WELL - KNOWN 
CORRESPONDENCE SCHOOL, AFTER FEW 
WEEKS INSTRUCTIONS TOOK OVER” THE 
WINDOWS. ENTERED WINDOW TRIMMING 
CONTEST SPONSORED By NATIONAL UNDER- 
WEAR MANUFACTURER. WINDOW WAS 
INSTALLED, PHOTOGRAPH TAKEN AND MAILED 
TO CONTEST EDITOR, AFTER SEVERAL WEEKS 
WAITING HIS “INSTRUCTOR” CALLED HIM 
INTO OFFICE, HANDED HIM ALETTER WITH 
$IS. CHECK ENCLOSED WHICH REPRESENTED 
FIRST PRIZE. INSTRUCTOR” SAID") KNEW 
You’D Ger iT!* 


AL Din 
HELTER 


D/SPLAY MANAGER, 


me B.R. BAKERCO., 


TOLEDO, O10 








. 

ims” HOBBIES ARE GOLF AND BOWLING. 
SECRET AMBITION 1S TO BE ABLE To HIT 
AGOLF BALL LIKE SAM GNEAD, iS PLENTY 
PROUD OF HIS BOY WHO HAD 50 MISSIONS 
OVER GERMANY WITH ISTH AIR FORCE... 
HE WAS EMPLOYED IN TWE DISPLAY DEPT. 
OF HALLES, CANTON, OHIO, WHEN HE 
ENUSTED IN JANUARY, I944.* JIM” HAS 
BEEN WITH THE B.R. BAKER CO. SINCE 192! 

AS DISPLAY MANAGER, 
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Fluorochemistry"’, 

By Jack DeMent . 

Chemical Publishing Company, 26 Court 
reet, Brooklyn 2, has just placed on the 
market a highly informative and authorita- 
tive book on the comparatively new science 
of fluorochemistry. The book, by Jack De 
Ment, embraces the theory, as well as the 
industrial, scientific and other applications 
other 
definitions of 


luminescence, and 
It not only 


concepts of 


fluorescence, 
idiation. gives 
the basic fluorochemistry, but 
explains in simple language its phenomena 
and applications. It describes methods for 
the preparation of the various luminescent 
irganic substances, dyestuffs and coloring 
matters, as well as ultraviolet-emitting inor- 
ganic and organic substances. 
reference for 
will probably 
use in future, settings depending on lumi- 
nescent or fluorescent effects for attraction 
for those wishing to know 


The book is one of handy 
those in display who use, or 


power, Or more 
possible display applications of fluorochem- 


istry. The book is priced at $14.50. 


New York Stores Aid 
Hospital Drive 

During United Hospital Week, a feature 
of the new current 67th annual United Hos- 
pitals campaign, window displays were con- 
tributed by leading department and special- 
ty stores of New York City and Brooklyn, 
including R. H. Macy & Co., Saks-Fifth 
Avenue, McCreery, Lord & 
Bergdorf Goodman, Milgrim’s, 
Bloomingdale’s, De Pinna, Stern 
McCutcheon, Russeks, 
Collins, Franklin Simon, Bonwit Teller, F. 
R. Tripler, F. A. O. Schwarz, Gimbel’s, John 
Wanamaker, Abraham & Straus, Frederick 
Loeser & Co., The Namm Store and Mar- 
tin’s. 

The United Hospital Fund, founded in 
1870, represents 87 voluntary hospitals and 
for the sick in New York City. A 
yearly appeal is made to meet the needs of 
these member institutions which, because of 


James Taylor, 
Hearn’s, 
Brothers, 


James Oppenheim 


homes 


the great amount of care provided, annually 
find themselves in the red. 


Elaborate Catalogues Issued 
By Garrison-Wagner 

\ 72-page catalogue display 
items for Christmas, 1945, has been released 


covering 


by Garrison-Wagner Company, 1627 Locust 
I : 


boulevard, St. together with a 36- 
supplement. All types. of 
display materials and equipment are covered, 


vith many of 


Louis 3, 
page “swatch” 
shown in full color. 


(opies are available on request 


them 


Shields Resignation 
ls Announced 

Silvia Shields has resigned as display and 
manager for the A. S. Beck 


headquarters 


lvertising 


Corporation, shoe chain. with 


New York City. Het 


t been named 


successor has not 


Longwell Returns 
To Roanoke Firm 
\fter three vears in the army, E. D. 
ll, Jr.. has received his honorable dis 
irge and has re joined N. W. 


ny, Roanoke, Va., 


Long- 


Pugh Com 
as display manager 
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es 
New talen ae 
for the infants depa 


BABY MANNIQUINS 


sales 
FY sale 


menl 


Sy) 
Se 


size Mm 


> 

q stockings.  “-oup of 
stable arms: ally, 
adjusta®’. jndividua ys 


’ IMMEDIATE 





YS 
ANNIQUIN pisPLay ws 


ew 
; ist for 7 
iling lis ication. 
eo process of publica 
in : 


west M 


NL WATER STREET Ask to be 


532 display 











EVE BRUESER STUDIOS, INC. 


AND 
GRIMES DISPLAY SERVICE 


22-24 WEST 
NEW YORK, 


38TH 
(18) 


STREET 
ms. Fs 


Cordially invites you to a preview of their 


SPRING LINE 


DISPLAY MARKET WEEK 
DECEMBER 3 to 8, 1945 














DISPLAY 


k. ¢. Kurtis studio 




















Visit New York’s 
Smartest 
Show Rooms! 


In 


DECEMBER 


For Natural 


“GOING SOUTH” 
DISPLAYS 


And 


SPRING ITEMS 


ARTS & FLOWERS 


43 W. 56TH STREET 
Near Fifth Ave. 


NEW YORK CITY 19 














Plexiglas, Lucite, Bakelite, Lignolite, 
Ethocel. Lumarith--Now Available! 


It’s easy unusual and 
ultra-modern displays fascinat- 


beautiful, 
with these 


to create 


ing, previously scarce new materials Now 
ready for immediate shipment in a_ wide 
assortment ef sizes shapes and colors —with- 


strips and 
Also 


dyes and 


out priority! Sheets, rods, tubes, 


special forms hearts, crosses, ete 
cements, 


other plastics and 
Free Books on Plastics 


Write for complete catalog listing all ma- 
Book on Plastics 


polishing compounds, 


supplies accessories 


terials now available 


and How to Work Them also included 
FREE. Write Now. CARMEN-BRONSON 
CO... Dept. 8-D, 165 Ff Third St.. Mt. 





Vernon, N. ¥ 








NATURAL WOOD LETTERS 


Window Name Plates, Store Directional 
Signs, Desk Name Plates Made to Order 


DISPLAY CRAFT 


963 Lake Dr., S. E., Grand Rapids 6, Mich. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








WANT ADS—Ot 
the Opportunity 
inch, 


all kinds eligible for 
Only $3.00 
December 


Exchange. 


per cash with order 


forms close December 12. 
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| New York Showing 


Of Spring Lines 

A pre-view of display materials and equip- 
ment for spring, 1946, is being readied by 
numerous manufacturers and suppliers for a 
showing in New York City during Decem- 
Practically all display that 
city will be ready for the event, and quite a 


ber. houses in 


number of firms from other parts of the 
country are taking space in the McAlpin and 
New Yorker hotels for exhibits of their 
Own. 


While no organization is sponsoring the 


showings, the annual display  pligrimage 
from all over the country to New York 


durin gthe first part of December is expected 
to bring several hundred displaymen into the 


city. Additionally, display executives of 
both the Associated Merchandising Corpor- 
ation and Cavendish Trading Corporation 


are meeting in New York during the month. 
From the production and supply of display 


items, manufacturers point out, it is_ still 
just as essential to buy far in advance of 
seasonal requirements as during the war. 


Hence inspection of the lines in December 
will enable the displayman to be sure of 
deliveries on time, and the producers will 
be able to schedule their production with 


fewer peaks and valleys. 


Dallas and Forth Worth 
Organize Twin-City Club 

Sixty and women from the display 
field in Dallas and Fort Worth recently at- 
tended a_ buffet 
ing which 
Club was organized. The 
are: R. FE. Moriarty, 
Dallas, James The 
Worth, co-presidents ; vice-president, 
A. Harris & Co., Dallas; 
Evelyn Gilliland; treasurer, Robey. 

Albert Bell, La Mode, Dallas, and B. E. 
Chester, Monnig’s, Forth Worth, were placed 
in charge of publicity. 


men 


supper and business meet- 


during the Twin-Cities Display 


officers elected 
Brothers, 
Fair, Fort 
T. M. 


secretary, 


Sanger 
and ( ook, 
Sol mon, 


Gseorge 


The committee responsible for the club's 
organization was made up of T. M. Solo- 
mon, R. E. Moriarty, Sam Shaffer, J. Milton 


Robey, and Albert Bell. 


Morton Leaves Coleman 
For Coast Job 

\iter 
department of The Coleman Company, 
Wichita, H. W. Morton 
West coast: 
in establishing and managing a new 
The 


pany, Chicago, and expects to be in preduc- 


many vears as manager of the dis- 
play 
resigned 


Inc., has 


and is now on the he is engaged 
screen 
processing plant for Meyercord Com 
tion by the first of the vear. 


A. L. Woods 1s Cole- 


man’s display department; he has been with 


now in charge of 


the firm for several vears. 


Parker Takes Over 
At McAlpin's 

Parker display for 
The MecAlpin Company, Cincinnati, succeed- 
William Roll- 


man’s, of the same city. form- 


Cyrenus now heads 


Mason, who has joined 
Parker was 
erly in charge of display for The Paris, and 
prior to that time was with Sears, Roebuck 
& Co., 


ing 


all of Cincinnati. 
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Indianapolis Firm 
Opens New Showrooms 

The Display Supply Company, operated b 
Miller, has opened new showroon 


Ray °C. 
at 491% South Illinois Indianapolis 
The showrooms have been newly decorate 
and constructed in such a manner that item 
are displayed in settings designed to sho 
their best use. 

Carl Bisselburg, of Display Supply Con 
pany, will conduct a specialized window dis 
play service for the trade in that territor 
He was for 10 years with the display depart 
ment of H. P. Wasson Company, Indianapx 
lis. 


street, 


Arnold Heads Display 
For New Store 

The display department of Hinkel’s me 
store in Albuquerque, N. Mex., which open 
November 15, is the direction « 


Emory Arnold. 


under 


Nichols Resigns at Kern's; 
To Direct Higbee Display 

The resignation of John C. Nichols as dis 
play director tor the Ernst Kern Compan 
Detroit, has been announced; it will go int 
effect on December 1. Nichols at that tin 
will take charge of display for The High: 
Company, Cleveland, succeeding Irwin Let 
ler, who has gone into business for himsel! 
The plans of Mrs. Nichols, who is interio 
display manager for Kern’s, are unknown 
this time. 


Awards Announced 


In Contest 
First prizes, consisting of $100 Victor 
Bonds, have been awarded the following 


a display contest conducted for “Bondex 
by the National Needlecraft Bureau, New 
York City: T. E. Warnes, F. W. Woolwort 
store No. 8, Detroit; Joseph J. Miller, S1 
Roebuck & Co., New Orleans, at 

the J. J. Newberry Company, Santa Moni 

Calif 


Sears, 


Building Purchased 
By Display Arts 

\ two-story valued 
$30,000, has been purchased by Display Arts 


brick building, 
Inc., Denver, and remodeling operations wi 
be started in 
Hamlin. 


December according to Pa 


Hallowe'en Party 


For St. Louis Club 


Members and guests of the St. Louis [1 
play Guild attended a gala Hallowe’en part 
at the Hotel DeSoto October 31. Do 
prizes were awarded, buffet 


and a supp 


was served at midnight. 


Kay Bee Opens 
New Showroom 

The Kay Bee Display Service, 1091 Ea 
Jefferson Effingham, Ill, held t 
formal opening of the firm’s new showroo 
on November 11, with 2,000 
space devoted to Christmas display iten 
The company is operated by Lawrence ai 


Melva Keyser. 


street, 


square feet 
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Sollenberger Returns to 
Rohm & Haas Company 


George H. Sollenberger, recently of the 
War Production Board, has returned to the 
Rohm & Haas Company, Philadelphia, it has 
been announced by Dr. D. A. Rothrock, 
plastics sales manager of the company. 
Prior to his appointment to the Chemicals 
Bureau of the War Production Board in 
1942, where he became deputy chief and 
later acting chief of the Plastics Branch, 
Sollenberger was attached to the Chicago 
office of Rohm & Haas, handling sales of 
“Plexiglas” molding powder and sheets in 
the middle-western states. He rejoins the 
company as assistant manager of molding 
powder sales, and will be in charge of the 
market development activities of the depart 
ment. 


Zeppen-Field Opens 
Chicago Showroom 

W. M. Zeppen-Field Studios, 923 North 
Cole avenue, Hollywood 38, has announced 
that the firm will open a Chicago showroom 
at 27 East Monroe street, on the sixth floor, 
on December 1. Werner Lewy, well known 
in the display field, will represent Zeppen- 


Field. 
Richard Jones Now With 
Associated Products 
Lewis J. Ruskin, president of Associated 


Products, Inc., Chicago, has announced the | 


appointment of Richard C. Jones as. art 
director of the company. Betore joining 


the firm, Jones worked for many vears in | 


New York City as package designer, and 
promotion and display director tor leading 
stores and cosmetic firms. 


Display Director Dies 
While on Trip 

Eugene C. Phillips, display director for 
L. S. Ayres & Co., Indianapolis, died in his 
iotel room the night of October 26 while in 
New York City on a business trip. He was 
44 years old. Phillips had been in charge 
of display for the company for seven years, 
ind had been with Avres for 30 years. Sut 
viving are the widow, his mother and father. 


Laurence in Atlanta 
On Contract 


Gilbert Laurence, Madisonia Manikins, 
New York City, recently spent three weeks 

\tlanta to execute a special contract for 
the refinishing of several hundred manne 
uins. This new on-premises services by 
ladisonia is being rapidly expanded and 
is resulted in large contracts in several 


ties. 


Novy Replaces Shanks 

At Hengerer's 

Following the resignation of Donald 
lanks, who is now with Samuel C. Dutch 
Son, Buffalo, Thomas Novy has been ap- 
inted display manager for the William 
ngerer Company, of the same city. Novy 
is recently released from the army and 


las already taken up his new duties. 
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We Announce the Showing of Our New and Unusual 


SPRING LENE 


You are Cordially Invited. 


* 


BRUNY & DER THETM 


425 FIFTH AVENUE NEW YORK 16, N. Y. 
OPPOSITE LORD & TAYLOR 























No. IIOK 
GUSSET COVER 


A practical cover primarily 
designed for long and lasting 
wear. Suitable for dresses, 
suits, and coats. 


SPECIALLY PRICED FOR NOVEMBER ONLY 


$18-99 per 100 
STRUCTURE: 


FRONT:—Two Transparent Sheets of Plastic laminated with wax, to give moisture and 
strength. 


BACK:—Made of Dark Cellophane laminated on skrim. 
SIDES:—Have Full Gussets. 
DIMENSIONS:—19 inches long; 9 inches high. 


THE FIXTURE MART, INC. 


314 W. JACKSON BLVD. CHICAGO 6, ILL. 
MANNEQUINS — DISPLAY FIXTURES — SHOW CASES 


OUR G32 SIXTY PAGE CATALOG IS FREE FOR THE ASKING 























ORTHWINE MERCHANDISING 


al x Manufacturers of TAG ra 
NEEDLES and PRICE CARD } 
HOLDERS Send for Illust. | 
Folder and Price List. 


DEPT. W 
520 W. 34TH ST., NEW YORK 1, N. Y. 


USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 














POSITION WANTED POSITION VACANT 








USED DISPLAY EQUIPMENT FOR SALE Send for the AIR BRUSH 
REPRESENTATIVES WANTED a CATALOG 
made THE WOLD AIR BRUSH 


* the first 
one” 


MANUFACTURING CO. 


2173 North California Ave. 


CHICAGO - - ILLINOIS 


$3.00 Per Column Inch — CASH WITH ORDER 
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Referring to vour editorial in the August 








issue, “Evidence of why display needs a 
vardstick” ... one of the reasons why win- 
dow displays, which made such a big effort 
for the various War Loan drives, got no 


credit for that effort is because the Treasury 

department got those displays tor nothing. 
There is absolutely no yardstick to meas- 

ure and prove how much display contributed 
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to the War Bond sales, while even the 
smallest sales person can prove its worth 
by his sales figures. We did the drama- 


and the postoffices and banks made 
(Name withheld), Danbury, 


tizing, 
the sales. 
Conn 


Your magazine is always a source of in- 
Our con- 
on maintaining the standard 
H. Simpson, display 


Ltd., 


piration to us in New Zealand. 
gratulations 
over the war years. . 


manager, H. & J. Smith, Invercargill, 


New Zealand 
During September of last year I wrote 
you, advising that I was out of the Mari- 


time Service and ready to go back into the 


display business. Well, I was allowed to 














APTEVTTON! 


exterior dramatization. 


once. 


FOR IMMEDIATE SALE, 


etc. Vake an offer for all 





IMMEDIATE SALE! 


Complete sets of beautiful outdoor Zeon tube light decora- 
tions enough for three large retail store building exteriors— 


@ Complete Christmas decorations for store building 


@ Equipment practically new only part of it was used 
All has been stored since Pearl Harbor. 


@ Units listed consist of huge candles, five pointed stars, 
holly wreaths made of painted, decorated sheet metal. 


@ All necessary enclosed type transformers. All units zeon 
glass tubing outlined in green, red and yellow. 
by Federal Electric Co., Chicago. 


Illuminated Zeon Tube Decorations 


30 UNITS—5 Pointed Star—6 feet—Blue Zeon 
Original cost — $98.00 each 


5 UNITS—Single Candle with Holly—I8 feet high, 2 feet wide 
White Zeon — Original cost $249.00 each 


11 UNITS—3 Candles with Holly—27 feet and (2) 18 feet x 2 feet 
White and Yellow Zeon — Original cost $50.00 each 


will sell at a 
Write, wire or phone for complete details, diagrams, pictures, 


or part to Mr. C. 


Schusterh 


MILWAUKEE |, WISCONSIN 


e DISPLAY DIRECTORS 
e PURCHASING AGENTS 
e PUBLICITY DIRECTORS 


Made 


Great sacrifice. 


Billenness. 
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operate until my wife was able to take a 
few of our accounts over, and then I was 
put into active duty again in February of 
this vear. Since then until October 1, I was 
on assignment in the Pacific, but now am 
completely released and am looking for dis- 
play products to carry in my new business 
which I plan on opening to the displaymen 
in this territory about January 15, 1946. 
Mrs. Hueston and I will continue with 
our present accounts, adding new ones from 
this date and doing the actual installations 
We plan on catering to the smaller indepen 
dent merchants in this greater market, doing 
past. ( Before 
supervisor 
Southern 


lines as in the 
display 


no national 
the war | 
for Calvert's and 


was formerly 
Seagram's for 
California.) 

I would like to tell you that 
WORLD really enjoyed by me 
on the ships to which I was assigned. My 


DISPLAY 
Was while 
wife sent the magazine to me regularly. She, 
incidentally, has been taking care of Janet's, 
inc.,. a ladies’ sportswear 
while I was away and is a very good dis 
Lewis E. Hueston, Venice 


chain of shops, 
playwoman. 
Calif. 

We take advantage of the earliest air mail 
greetings to you on 
after many hard 


to extend our hearty 


the glorious victory won 


years. For years we have been engaged in 
the advertising business. At present we 
control all the best located windows in 


wide business connec 


war 1s now at an end 


Shanghai and have 
tions here. \s the 
and a promising future lies ahead, we are 
planning to expand our business through 
out China. 

Being constant DISPLAY 
WORLD tor several years before the war, 
we shall be very much obliged if you would 
kindly us in getting connected with 
firms in the United States 
types of window equipment and materials. 

Please enter our subscription to begin at 


readers of 


assist 


dealing in all 


remit as soon as 
foreign exchange is available.—N. \ 
Teplyakoff, Manager, Pacific Advertisers, 14 
Route Destelan, Shanghai, China. 


I want to thank you for the interest ex 
pressed in your letter regarding the Display 
Guild here in St My part is to give 
a demonstration in dress goods and drapery 
materials, with explanatory remarks betors 
and during the demonstration. All proceed 
ings will be recorded for future publicatior 


once, for which we will 


Louis. 


and I will see to it that vou receive a cop) 
as soon as possible. 

You 
adressed to me. He 
in the service; also have three girls in the 
This takes 


in all. So you see, we 


lettes 
is one of my nine boys 


used my son’s name in your 


wacs in the whole family, 1- 
displaymen hay 
part in this war. Leo Vat 


| ouls, Mo. 


done out 


Coutren, Saffern’s, St 


you to kindly 


This is to inform chang 
m\ subseritption address to Leon M. Pfeife 
care Buonocore, 1735 West 11th © street 
Brooklyn. [I am very happy to get out 


the army after four vears of service. 


The question is how t 
This wt 


surely had enough. 
get into the display field again. 
be a job in itself after being away tor su 
a long time.—T/Set. Leon M. Pfeifer, Ma’ 
burg/Lahn, Germany 


1945 
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Detroit Club Discusses 
Display Survey 

A recent meeting of the Detroit Display 
Club was devoted entirely to the discussion 
f a study of display’s power in retailing. 


he suggestion was made that a poll be 


vade of certain downtown locations to learn 
ow many people pass these spots in com- 
parison to newspaper circulation and to 
how management that window and _ inter- 
wr displays attract more customers into the 
tores than advertisements. 

This poll should be conducted either in a 
small way by the club and a display asso- 
ation and supplier, or in a large way en- 
tered into by display suppliers and organ- 
izations throughout the country, it was sug 
gested. The end result, it was emphasized, 
would reveal the importance of display to 
retail selling, 
more substantial display budget. 


and would perhaps permit a 


Blouse Bars Prove 
Display's Value 

About eight months ago Sally Mason, 
blouse designer for girls, introduced a met 
chandising plan which has been adopted thus 
far by 278 stores across the country. The 
stores were asked to set up a blouse bar in 
the girls’ department and to promote the 
Sally Mason label exclusively in their city 

So interesting were the blouse bars which 
the stores set up, that a contest was staged 
to choose the three best, with Victory bonds 
of $200, $100 and $50 offered as_ prizes. 
Hundreds of ideas were submitted and last 
week at a luncheon at Monte Carlo a group 
ot New York’s fashion editors voted on the 
winning Blouse Bars 

First prize was won by Mets Brothers 
Terre Haute, Ind. Second prize was awarded 
to H. Gordon, Gary, Ind., tor their bar with 
a fringed canopy over it, and high’ bar 
stools with fringed seat covers. Third prize 
was won by Blum’s, Atlantic City, for thei 
tufted bar with a lively display of blouses 
hung behind it. 


Greenawalt Returns 
From Service 

Paul Greenawalt, after a long stretch in 
the U. S. Navy, returned to civilian life on 
Friday, November 9, and will rejoin. the 
Garrison-Wagner Company, St. Louis, in a 
new capacity. He will direct. the sales Jfor 
national advertiser accounts with headquar 
ters at St. Louis. He was formerly manager 
t the Chicago office of the same company 


Welcome home 


Plastic Simulates Wood 
In Display Piece 


\ striking new display piece for “Custom 
} ’ ° 1 
pipes has been released to dealers 
uughout the country. It is made ot 


ded plastic, designed to look as mucl 

a briar root as possible, with the 

t” surmounted by a hand holding an 

il pipe. The casting was made from 
riginal sculpture, and the hand holding 
Pipe is carved in one piece with the 

Nase of the unit. Tee pipe is supported by a 
al device which prevents it from being 

n, while a metal plaque fastened to the 

of the unit tells the 


“Custombilt” 
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Lucite GDl 
with Plate Glass 
Shelves, 10 in. diam 
8in High by 20 in. Wide 


complete $7.50 


PLATE GLASS SHELVES 
10inch, Round... $.90 
20 inch, Round ocwgueeeaee 
10°x 14° Oblong... — 
10°x 20° Oblong 1.25 
10x 24" Oblong 1.60 
10°x 30° Oblong.............2.60 





MODERN DISPLAYS offer these at- 
tractive Lucite fixtures for window 
display and interior use. You will 
find them beautifully effective and 


am MODERN 


y at 1212 "G" STREET, N.W. 


DISPLAYS 


95 


Bracketswith ‘—, 
10 inch Shelf 
complete $4.75 


GD-2 
Bracket i 


By 
used as ‘ 
card suppert 
rw 
$2.00 cech 


convenient for various departments. 
We can promise immediate shipment 
from our own workshops in Washing- 
ton. 


DISPLAYS 


WASHINGTON 5, D. C. 








mopern 
ot 


DIsPLaYs 











a 
NY 





PE rm, 
$y p-0° 


Cat. No. 372 
Portable Type 


419 WEST 55TH STREET 


DRAMATIZE YOUR 
MERCHANDISING STORY 


WITH 


DRAMALITES 


EASY TO 
EASY TO OPERATE 
EASY TO MAINTAIN 


Arranged for Portable or Permanent Mounting 
State Clearly Which is Desired 


Dramalites are Designed to Receive 150 or 300 Watt Reflector Bulb 
Bulbs are Extra at 90c or $1.40 Each 


ORDERS WILL BE FILLED PROMPTLY 
CENTURY LIGHTING INC. 





$4 y-co 
Cat. No. 373 


Permanent Type 


INSTALL 


NEW YORK CITY 19, NEW YORK 











145 to 151 
W. 18th St. 
New York 


Manufacturers 
of 
Wood Letters 














USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 














Latest Stile WIGS 


ALL TYPES—FOR MANNEQUINS 


Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New Yon city. 


Telephone Chelsea 3-834] 








pe Fa & et! AIRBRUSH 


THAYER & CHANDLER 





910 W.VAN BUREN ST., CHICAGQO.ILL. 

















FACT, FUN and 
FANTASY in DISPLAY 


TO MEET YOUR NEEDS IN ALL MEDIUMS 





CANDELABRA FIGURE 


candles & feet overall 
details 


ind with 
phone for complete 


Display Studios 


NEW YORK CITY 16 


Stands 5% feet high 


TALLY-HO 


150 E. 22TH STREET 








BE WISE— 


Dramatize Your Promotions With 


“Handcraft Originals” 
RELIEF VENEERS BY PLASTEX 


For temporary or permanent use, 
they are your best investment, un- 
rivaled by machine or otherwise. 
They are easy to handle—pliable— 
economical — true replicas — more 
beautiful. 


Order now or write for samples 
STONE: 
SLATE: 3 patterns, 22 colors 


Sanded, sunken and grass filler joints 


BRICK: 8 patterns, 31 colors 


Sanded and sunken mortar joints 


OROTEX: 5 patterns in 17 of the 


newest fashion colors. 


WOOD: 


finishes. 
Rolls, 36 in. wide, 24 ft. long. 
Sheets, 36 in. wide, 8 ft. long. 


PLASTEX 
DECORATIVE PRODUCTS 


269 Canal St., New York City 13 


5 patterns, 22 colors 


18 separate shades and 
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Traditional Doll Display 


By FRANK VERMILYE 





Maison Blanche Company, New Orleans 


N conjunction with the store’s annual doll 
display department of the 
Orleans, 


promotion. the 
Maison 
recently installed a spectacular, crowd-stop 


doll 


Blanche Company, New 


mechanical Designed 


ping, display. 

and executed in the company’s workshop, it 
was arranged as a fairyland story and en 
titled “Fairyland Dolls.” The setting was 
a castle scene, as pictured, complete with 


seven points of motion. There was a bright- 
ly decorated rocking boat, pirouetting ballet 


dancers—revolving dolls that were indeed a 


wondrous sight for children’s eyes to be- 


hold 


The main points of mechanical attraction 


were the almost life-size fairy princess and 


Charming Fach was exquisitely 


right and left of 
stair 


Prince 
costumed and placed at the 


the display graceful, curving 


upon a 


case. The princess waved a delicate han 

kerchief and the prince, in turn, doffed 

plumed hat. 
Shining 


mache fairies with 1 


all about this sple 


papier 
wings seemingly flew 
dor, stirred into 
concealed fan 


motion by the gent 
The bac 


scene, wit 


breezes of a 


ground was treated as a= sky 
towering pastel-colored castles, shining « 
cular and sott 
atmosphere of Wonderland. 


Pictured above is a 


mirrors clouds to give t 


this wind 
a photograph of the disp! 
in work in the Maison Blanche 
persons shown in the latter photograph, « 
left to right: the writer, Lolita Nelson, S! 
ley Cossittt, Harold Frank, L. Swanson, 
Cassanova and E. Farley, all of the Mai 
Blanche display department staff. 


view of 
while below 1s 
shop | 
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NEW YORK DISPLAYS 
[Continued from page 33] 


black platform, the accompanying figure | THIS STORE USES OUR PROTECTIVE 
models an ermine trimmed black coat. 
In presenting “Carnegie’s ‘Spellbound’ | T RAN Ss PAR E N T 


hat’—inspired by the world premiere of the 
cinema of that name, Display Director g @ 
Arthur Halpin at Hattie Carnegie’s drama- 


tized the theme through the use of a por- 
tion of a face appearing in the upper right 
hand corner of the window. From the very 
pupil of the eye, in this turquoise blue mache 
unit, radiated narrow white ribbons carried 








to the edges of the slanting disc from which 
the mannequin emerges. Turquoise blue 
with frost-like patterns formed the finish of 
the disc and the lettering was carried in 
black. The truly “Spellbound” hat of white 
ermine was accompanied with a muff of the 





same and worn with a suit in black. 
Continuing in the series of four bridal 

displays at Abraham Straus: “For her at- 

tendants—the Bride chooses Aurora Pink in 




















misty net with a bouffant skirt and shirred 
neckline” was the copy under the headline 
of “Walking on Clouds! In Time with the 


Wedding March.” The luxurious clouds, of HOW DOES YOUR STORE LOOK ON A SUNNY DAY? 


white spun glass, and little cupids continued 





throughout this series and the adjoining two All covered up with awnings and canvas strips? Or like the one above? 


i> a i, i, i, i we i, i, i, Lp, Lp i a, i i ai ai 
eT ee Te Oe ee Le LN SE 








bit displays where trousseau lingerie and “Giits If you were a customer would you buy in a store like this or would you want to 
1 for Her New Home” were presented. peek under canvas strips to see what's in the window? 

“Tweed Trio” was chosen as apt copy by SUNNY DAYS BRING CUSTOMERS—INSTALL SUN-SHADES! 
net Display Director Sidney Ring in a series ot 
pl six windows at Saks-Fifth Avenue where SU x D co ) 
rent suits and boxcoats 1n matching or harmon THE N- HA E MPANY 
bac izing colors were shown with accessories in Manufacturers of the Original Transparent Sun-Shade ) 
wit complementary colors, — The cireular and 781-83-85 CHANCELLOR AVE. IRVINGTON 11, N. J. 
r Cit semi-circular units were sculptured of mesh ) 
e t wire and chicken wire sprayed in a yellow 





gold with touches of red, green and brown. 


ido Attached to a heavy brown wire, these units Papier Mache Added 


spl in this window formed display rops. to 
A ar ‘3 ™ ‘" Zz . . i ' By Arts and Flowers : 
showing sweaters and scarfs in shades of é : 
jaa eae ; \rts and Flowers Designs, New York C2 
i a green—the Tweed Trio” being in green ‘ , CH 1G 


City, announces the addition of a papiet 














Shi worn with brown accessories 
mache department to specialize in a custom 


meh Claude Adams Now With made line of this type of display decoration. 
Controlled Promotions 


Controlled) Promotions, Ine.. New York Hughhorner Mannequins 
MAKE MORE ATTRACTIVE 


City firm handling sales) promotions for Featured in Press Feature 













stores throughout the country, has placed \ special illustrated feature on the history STORE, WINDOW, BOOTH 
Claude Delo Adams in charge of advertis of mannequins appeared in the New York 

ing and public relations. Adams at various — World-Telegram of October 8 and was built * Dis 77 4 * 
times was display director for several retail around the new Hughhorner mannequins Y 


stores, and more recently has been concerned being manufactured by Naevele-Hornet 
: 4 ‘ - A - fs E Bri:htly colored mats that look and fteel like 
with promoting special retail traffic-building Inc.. of that city. 


Nature’s real green grass Made of genuine 
events. Raftia, securely stitched onto heavy. durable back 
7 ing in our modern daylight’ factory, even 
. . better than we have been making them tor the 
Brochure Issued Soldwisch Joins seh ilies 
° are + 

By Champion . . . Corpus Christi S ore . PLACE ORDERS NOW! 

A brochure covering a variety of display Harold Soldwisch has joined Randall's, Diss <inc-suaihlandeinidapraiataadisacee tain Cae anita 


tems has just been issued by Champion Corpus Christi, Texas, as display manager must take their turn, so we urge quick action. As! 


‘splay Material, 1417 Fourth avenue, Seat He was formerly with the T. H. Wiiiiams your Jobber or write or wire us today 
tle 1. Copies can be obtained from that ad Company, \ustin, 1 the Sale capacity, 
Iress and prior to that Was with Frost Brotl ers, MEMORIAL GRASS co. 


In Our Own Modern Daylight Factory 


UHRICHSVILLE, OHIO 


Established 1932 


San Antonio 








in Cleveland 


We invite DISPLAY WORLD read- 














ers to make frequent use of the Fisk Back in Display 

Service Bureau for information on re- After Navy Duty 

sources for all types of display mate- Lieut. Alan Fisk, USNR, owner of Alfa USE THE 

rial and equipment from air brushes Display Company, New York City, has been 

to zebras (stuffed), or for general con- placed on inactive duty by the navy and es 

sultation on display problems. No has opened an office at 110 East 42nd street, POSITION WANTED POSITION VACANT 
j charge is made for this service, of New York City. Fisk closed his former USED DISPLAY EQUIPMENT FOR SALE 
; course. company in May, 1942, when he was called REPRESENTATIVES WANTED 

ae ee es $3.00 Per Column Inch — CASH WITH ORDER 
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Opportunity Exchange 


DISPLAY WORLD 
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1945 











sistant 
dows. 


cle sire s 
display 
backgrounds, 


change 
advertising, 


POSITION WANTED 


Pop-flight display executive with lady as- 
together. 


Win- 


cardwriting, 


interior, and proper fashion 


WANTED 
DISPLAY MANAGER 


Permanent position for an experienced 
displayman with ability for smart display. 


coordinating of utmost knowledge and 
experience Sound merchandising ideas; 
both dependable and agressive. Now in 


1 large metropolitan area, prefer West or 
South-west location 


Give complete details. Your confidence 
respected, W rite 
VINCENT G. NEILER, 


Publicity 


Director 








\ll replies acknowl- 


Address “E. A.” 


Care DISPLAY WORLD 


edge d. 


KAUFMAN’S 


Box 1590 - 


Uniontown, Pa. 


Permanent Display Manager 


Postwar opportunity for man experienced 
in department field. 


Splendid salary. 


store 
starting 
Advancement in proportion to ability. 
Give previous experiences and characte! 

rererences. 
department store in town and 
largest window footage. 


J. C. PENNEY COMPANY 


SIOUX FALLS, SOUTH DAKOTA 


Largest 














TRAVELING 
SALESMEN 


exclusive papier mache and paper- 


specialized in made-to- 


Only 


sculpture line, 


order displays. experienced dis 


play men are qualified 


State yvour territory 


RIP STUDIO 


15 East 22nd Street, 
NEW YORK 10, N. Y. 


WANTED 


Woman's Fashion Shop in upstate New 


York wants an Alert Window Trimmer. 
A Full-Time Position at an Attractive 
Salary tor a progressive man who has 
ideas and can carry them out himself. 


Write full details to 


Fr. 6. 


ft DISPLAY WORLD 


Care « 





Experienced Display Man 


excellent opportunity. Large textile 
manutacturer with national distribution 
wants display man with either depart 


ment store or furniture store experience 
Practical knowledge of window, interior 
and spot display design essential. Fa 
miliarity with national distribution of dis 
plays helpful. State age, experience, 
education and salary required. Head 
quarters New York. 


Address “‘E. N.”’ 


of DISPLAY WORLD 


Care 




















DESIGNER 


Colorist, familiar with interior decoration 


displays, permanent; large 


New 


and window 


organization: main office York City; 


state qualification 


Address “B. C.”’ 


DISPLAY WORLD 


( are 








POSITION WANTED 


West Coast representative open for con- 


nection. Tr 
COVETALE ot 


Highs St cret 


avel by ca 
territory. 


lentials \ 


r. Compre 
Volume 


ddre Ss 


hensive 


sales 


MURRY A. COHEN 


4017 


West 


28th Street, 
LOS ANGELES 16, CALIF. 





WINDOW TRIMMER 


Needed by 


Children’s 


Progressive chain of Ladies 


and Ready-to-wear and a 


cessory Stores to Travel put in window 
Trims and teach window Trimming. Re 
ply Confidentially stating details and Ex 


perience 


BOX 432, 


1474 Broadway, 
NEW YORK 18, N. Y. 





| 























ADDITIONAL LINES 
WANTED 


\geressive midwestern 
with established clientele and exception 
ally display tloors with 3500 square 
feet of exhibit space, will be in New York 
between January Ist and 15th to take on 
adidtional fast lines. Send details 


regarding your 


display jobber 


Tinie 


11 
sclimng 


products to 


Address **M. M.”’ 


DISPLAY WORLD 


C are 





WANTED 
DISPLAY MANAGER 


Large 


first-class 


store windows and interior displays. 


partment 
1 


(,00d 


Oppol 


man to 


store 


downtown St 


CXp 


tunity. Top 


take 


Louis store 


full 


‘+Tience 


salary 


5 needs 


charge ot 


De- 


prefe rred. 


UNION-MAY-STERN 


12th and 


Olive, 


ST. LOUIS 1, MO. 


ARTIST - DESIGNER 


Creative Ability Essential 


Designing convention and museum ex 
hibits, interiors 


National 


the right man 


and window displays 


accounts. Real opportunity tot 


Address “‘G. E.”’ 


DISPLAY WORLD 


Care of 




















Additional Display Lines Wanted 


For Eastern Territories 
Commission or Jobbing Basis. 
Showroom in New York City. 

KIivAGSetaryY stvuUpDio 


32 Union Square New York, N. Y. 











POSITION WANTED 


Oualitied Com 


bination 


Advertising 


and 


Display 


Man Available January Ist. Over twenty-five 
years experience in all types department store 
publicity Advertising, display, promotion, card 
writing Desire position with progressive store 


in city of 15,( 


Address “D. 


WO te 


T.” 


Care 


50,000 population 


DISPLAY 


WORLD 








POSITION WANTED—Display manager of ot 


of California’s finest men’s stores wishes 
change Want a high class department w 
high style display. Experience in all lines 
merchandise. Good reputation. <A-l_ referenc« 


Photos of windows on request. 


Address J.M., c/o DISPLAY WORLD 





















~" |) SY 


ter 


ind 
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WANTED 
ASSISTANT MANAGER 


We want a man who knows the market, is a willing worker, and 
has had some executive experience in office and sales, as well as 
in decoration and design. 


Mostly, we want someone who will work with the idea of eventu- 
ally becoming a member of the firm. Reasonable salary to start. 


In replying, give full details of background, education, employ- 
ment record, and starting salary desired in first letter. It would 
be well to enclose a small photograph. 


DISPLAY ARTS, Inc. 


319 Colorado Building, Denver 2, Colorado 








Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 

WILL H. BATES, Box 101, Ellsworth, Ill. 











DISPLAY LINES WANTED 
DECORATIVE PRODUCTS 
New Jobbing Display Service 
Southern Calitormia Area 
\ddress “M. K.” 
Care of DISPLAY WORLD 














SHOE DISPLAY FOR SALE 


Prewat Unitlex Chrome, ( shoe lisplaver 
set Produce score of riginal displays $50.0 


only $30.00 Shipe or ipproval 


A. T. STEWART & CO. 
Macomb, IIl. 








WANTED 
Displayvman and Sign Writer. Send tull 
details to W. Palm, Heavenrich’s, Sagi- 


naw, Michigan. 





WANTED UNUSUAL CALIFORNIA 
Silk Screen Artists OPPORTUNITY 


Also 
Silk Screen Stencil Cutters Mannequin factory account family transi 


tion tor sale after ten years success in 
We are re-opening our Silk Screen shop 
and need several first class mechanics 
for immediate employment; highest wages. 


expanding field. Complete equipment and 


five vear shop leasehold excellent location 


Write or call today Inquire 
Bobbett Advertising Service F. M. ANDREANI, Attorney 
P. O. Box 1822 Phone 9171 132 WEST FIRST STREET, 
HUNTINGTON 17, W. VA. LOS ANGELES 12 











ARTIST 


Advertising display design and layout for 


DISPLAY MAN WANTED 


big name accounts in apparel field. Ex ; ; 
mxpertenced window trimmer for ladies 


cellent salary, moving expenses Phis 

. j : chain stores Must be acquainted it] 
organization young, aggressive, and me Cqeaincu Wa 
dium-sized large wear, underwear and sportsweat 


lines. Also build and install backgrounds 


L. A. SAUER 
DISPLAY CORP. Address “‘N. S.” 


357 E. ERIE STREET, Care of DISPLAY WORLD 
MILWAUKEE 2, WIS. 





'] 
! 
| 
' 
i 
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LINE WANTED—We have an estab Te SRE ~On of Ne v York's olde sta 
lished trade and will give consideration plays and portable booths. Also genera 
} to a line of artificial flowers, display vention contractors. We also have splay 
inst lation department Busines lormant dur 
decorations, plastics, or what have you, panes j pes aa 
for Texas, Oklahoma and Louisiana tunity . 
\ddress “F. L.” Care DISPLAY WORLD Write “C. R.” Care DISPLAY WORLD 
! 
POSITION WANTED CORRESPONDENCE INSTRUCTION—In Win 
Energetic, experienced display, card writer, dow Display, Advertising and Card Writing. 
; and advertising man wants connection with In continuous operation for nearly 40 years with 
store in Northwest or Midwest state Availa over 20,000 graduates in nearly every country in 
January 15th. Young, married—best refer the world. New graphic instruction and new 
nces short courses now available at special prices. 
\ddress “BOX B. F. C.” Write for catalog. THE KOESTER SCHOOL, 
Care of DISPLAY WORLD 300 W. Adams St., Chicago, Il. 

















USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 per column inch CASH WITH ORDER 











N. A. D. |. December Meeting 
Attracts Much Interest 

Indications point to a record attendance 
at the annual meeting of the National Asso 
ciation of Display Industries, to be held at 
the Hotel New Yorker, New York City, De 
cembet 7 

Of great interest are the postwar problems 
of the industry and there is need tor greater 
cooperation im building soundly for the 
vears ahead. Display has expanded greatly 
during the war vears and display has dug 
itself firmly into the retail structure It 1 
the responsibility of the industry to continue 
to lead the way and to provide display fit 
ments that will render the maximum service 
and utility 

Of equal interest is the search tor an 
adequate measure of display value Prow 
bridge H. Stanley is chairman of the com 
mittee to undertake this work and it 1s be 
lieved that the association will authorize 
a survey and research program that wall 
vield the answer to this problem 

The membership committee will make its 
report and many new applications are on 
hand tor action. \ll ot which points to the 
appreciation of N.A.D.L. influence and_ the 
great force it has been in keeping the dis 
play medium in the foretront of retail plan 
ning 

Every member of the association owes it 
to himself, to his organization and to the 


display field as a whole to attend an 


he important deliberations on 


pal 
ticipate in t 
the agenda 
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NOVEMBER, 1920 


Phe St. Louis Display Club held a= suc 
cesstul Hallowe’en dinner dance at the 
\merican Annex Ball Room. 

Herbert Sauer, National Cash Register 
Company, was elected president by the Day- 
ton Association of Display Men. Other of 
ficers named were: vice-president, Harry H. 
Cowan, Rike-Kumler Company; secretary, 
George B. Scott, Metropolitan Company, 
ind treasurer, Ralph Meyer, The Globe 
Clothing Company 

W. Guy Warner became first assistant at 
Crowley, Milner Company, Detroit. He had 
formerly handled display for the Detroit 
City Gas Company and at one time was with 
the J. L. Hudson Company of that city. 

Kd M. Johnston, who had been with The 
Bernhart Store, Columbus, Ohio, joined D. 
I. Brosseau Company, Chester, Pa 

lirst prize for the best float in the 
parade during the Northwest Texas Dustrict 
Fair was won by A. B. Chambers, display 
manager for Carter-Houston Dry Goods 


Company, Plainview, Texas 


NOVEMBER, 1935 

Harry W. Hoile, for the past four years 
display manager tor Regenstein’s, Atlanta, 
died suddenly. He had been an active mem 
ber of the International Association of Dis 
play Men for many vears and served that 
organization as treasurer tor two terms 

Phe National Fur Week display contest 
winners were announced. First) prize was 
won by Richard Terhune, Best & Co., New 
York Citv: second, J Ik Cooper, G. Fox 
& Co... Hartford, Conn.; third, Everett 
Quintrell, Elder & Johnston Company, Day 
ton; tourth, George Hl. Wagner, George B 
Peck Company, Kansas City. The judges 
included AL Bliss, Bliss Display Corpora 
tion, and V. W. Sebastian, Eastern repre 
sentative of DISPLAY WORLD. 

Five hundred dollars as first prize inthe 
Mitchell & Weber blouse display contest 
went to Joseph J. Zettle, M. O'Neill Com 


pany, Akron. Second place and $250 went 


to Joseph Chadwick, Famous-Barr Com 
pany, St. Louis, while A. N. Waldron, Fred 
erick Loeser & Co., Brooklyn, won third 
prize of $100.) Other winners were: Sam 


Blum, Bloomingdale Brothers, New York 
City, $75; E.G. Wedell, J. L. Brandeis Com- 
pany, Omaha, $50, and T. Kruse, KE. W. Ed- 


wards & Son, Syracuse, $25. 





DISPLAY WORLD 











We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 


course. 
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A 
Adler-Jones Co., The 7, 51 
Allied Display Materials 71 
Arranjay Wig Company 95 
Arrow Decor. & Fixt. Co. 79, 90, 94 
Arts & Flowers 92 
Associated Fabrics Co. 84 
Austen Display 75 
B 
Becker Sign Supply Co. 92 
Bliss Display Corp. 8 
Bridge, Everett M. 88 
Brueser Studio, Inc., Eve 9I 
Brunn & Bertheim 93 
Bulkley, Dunton & Co. 7\ 
C 
Carmen-Bronson Co. 87, 92 
Carrata Company 53 
Century Lighting, Inc. 95 
Champion Display Mtl. Co. 74 
Chicago Cardboard Co. 72 
D 
Darling Co., L. A. Inside Back Cover 
Dazian's, Inc. 57 
Decorative Plant Co. 61 
Dickson Mache Displays 47 
Dingleman-Wolff Co. 85 
Display Craft 92 
Display Equipment Corp. 72 
Display Mannequin, Inc. 89 
Display Manufacturers Mart 94 
Doerr & Associates 82 
Durable Displays, Inc. 17 
E 
Eaton Bros. Corp. 88 
Empire Tinsel & Ballotini Co. 87 
Everglades Palm Co. 15 
iS 
Facil Fabrics Corp. 79 
Fixture Mart, The 93 
Fleming, Katherine B. 77 
Frankel Associates 65 
G 
Garrison-Wagner Co. 84 
Gasthoff Co., Earl W. 55 
General Display Corp. 73 
Glassfloss Corp. 20 
Gregory Motors, Inc. 59 
Greneker Corp., The 28 
H 
Haida Displays, Inc., Victor 85 
Hansen Mfg. Co., A. L. 89 
Hecht Fixture Co., The 66 
Helms, Chemical Co. 81 
Hertie, Inc. 80 
Hurlock, W. C. 81 
| 
IIlumino Corp. 27 
Ivano, Inc. 59 
K 
Kaplan Textile & Products, Inc. 80 
Kurtis Studio, K. G. 9| 
L 
Laverne Originals 22 
Lee Plastics 6 
Lloyd Co., W. H. S. 76 
Lutz, A. 82 
Lynn Display 23 





M 
Madisonia Manikins 57 
Magnani Mannequin, Inc. 13 
Maharam Fabric Corp. 18 
Malros Co. 90 
Manhattan Wood Letter Co. 95 
Mannequin Display Studio 26 
Memorial Grass Co. 97 
Midwest Manniquins 91 
Mileo, P. C. 83 
Modern Displays 95 
Mutual Display Mfg. Co. 69 
N 
Naegele-Horner, Inc. 45 
National Art Studio 66 
National Assn. of Display 
Industries 14 
National Hanger Co. 4 
National Sawdust Co. 74 
Natural Creations 21 
New York Spring Market 24, 25 
Oo 
Opportunity Exchange 98, 99 
Orthwine Corp., Rudolf 93 
P 
Pin-Rose Studios 12 
Plastex Decorative Products 96 
Podgor Co., Joe. E. 83 
Q 
Quensell Displays 94 
R 
Radiant Glass Fibers Co. 10 
Regalia Mfg. Co. 76 
Reyburn Mfg. Co. 81 
Rip Studio 5 
Roehl Studio, Virginia 78 
Rohm & Haas 67 
Rowland, Richard 86 
Rustic Furniture Co. 77 
S 
Safetee Glass Co. 68 
Saliger, A. B. 83 
Scheuer Mfg. Co. Inside Front Cover 
Schuster's 86 
Sherwin-Williams Co. Back Cover 
Siegel, Nat 77 
Silvestri Art Mfg. Co. 51 
Solistan Rug Co. 55 
Speedway Mfg. Co. 94 
Staples-Smith 16 
Stensgaard & Associates, Inc., W. L..1, 51, 69 
Sun-Shade Co., The 97 
a, 
Taffel Brothers 87 
Tally-Ho Display Studios 96 
Taylor Originals 73 
Thayer & Chandler 95 
Timbertone Decorative Co., Inc. 9 
Timely Service, Inc. 49 
Toll, Murray 90 
Transparent Shade Co. 63 
Tropicraft 88 
Vv 
Vogue Display Service 79 
WwW 
Wabash Appliance Corp. 11 
Williams, Inc., Jas. B. 3 
Wold Air Brush Mfg. Co. 93 
Z 
Zeppen-Field Studios, W. M. 19 
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DISPLAY EQUIPMENT 
* 

2 LOOK TO THE LEADER FOR ALL 
. THAT’S NEW AND FINER IN RACKS, 


i CARDHOLDERS, WINDOW SET PIECES, 
DISPLAY STANDS, TICKET HOLDERS 


Everything IN METAL 


8 
pa 
nN WRITE NOW! 


87 Please tell us your most urgent needs in metal display equipment, so that we may work to- 
96 gether through the trying reconversion period. As always in the past, we will strive to set 
delivery dates and specify quantities to meet your “MUST requirements, and to produce 
9 finer metal display equipment than ever. May we hear from you soon? 
























L.A. DARLING COMPANY, BRONSON, MICHIGAN 








NEW YORK DISPLAY ROOMS, 47 W. 34TH ST. CHICAGO DISPLAY ROOMS, 222 W. ADAMS ST. 


P-688 Christmas Bells 
38” by 50”. Attractive 
Christmas Colors. . . 





X- 1645 Poinsettia and Holly Edging, 
34,” by 25’. In new bright 


processed colors. Roll... . 85¢ 


XS-45 Christmas 
Spirit. 36” by 46” 
Dickensonian 
characters repro- 
duced in vivid 
Christmas colors. 


$3.75 


THE SHERWIN-WILLIAMS CO. 
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GRAPHIC ARTS DIVISION 


Santa yor dis 
a Ss} 
fee (6 $2.79 


X-4401 Christmas ¢ 
Unit. 34” by 36", 

nant finish colord 
blue on sturdy mate 


$4.50 


X-4419 Santa 

with Easel Bz ack 43° 

Excellent unit forw 
or interior trim, 


$2.50 


M.8901 Dimension 
Santa Claus Head I6 
by 28”. Fi ished 1 
eight brilliant colors 


$3.25 
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